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more than 1000 mannequins sold in 1 month 
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For Your War Time Displays 


A DELUXE DISPLAY FOR MOTHER'S DAY 
WITH SCULPTURED LAUREL LEAVES AND SCULPTURED HAND 
$iZE—Overall: 4 ft. high, 7 ft. wide, 8 in. deep. Each leaf: 22 in. long, 9 in. wide, 134 in. deep. 








Sculptured leaves of bas-relief papier mache, beautifully stippled finished 
in soft white. Sculptured hand, with lace paper cuff, holds the letter in relief. 















The eagle is reproduced in oil colors, sculptured effect, cut out, mounted on 
red facil 6” wide copy ribbon. Illustration, lithographed in full colors, official 
design of the Mother's Day Association. Packed in test corrugated carton. 


MD 100—MOTHER'S DAY LAUREL LEAF DISPLAY Each $27.50 


1 AM OLD GLORY: 


1 


FUNCTIONAL 
SCULPTURED 
BAS-RELIEF 
LAUREL LEAVES 





lory! 


Hundreds of uses. Illustrated are just a few. Papier mache, fitted with hanger for any arrange- 
ment desired. Use again and again. Choice of smart pebble finish in soft colors of white, green, 
yellow or blue. Size: 22” x 9” x 13%,” deep. Left and right designs, 6 right—6 left, furnished 
on each dozen ordered. 

OR 5 em Se ehh ee ee we ee ee oe eee 
Per Dozen 10.80 
Per Dozen 9.60 


Three to six dozen 


Seven dozen or more 


OLD GLORY COMURA 
30” x 90”—8 Oil Colors 


One of the most beautiful Comuras we 


‘ FOR YOUR VICTORY 
have ever designed. Excellent for use on GARDEN DISPLAYS FREE 
walls, posts, in display windows, offices Size: 30” x 45”—6 oil col- Our new 


ors on Comura Stock. Attract 
attention to your Victory 


or factories. Use for Decoration Day, Flag 


Day, Fourth of July, Labor Day .. . KEEP Speing ane Selene 


IT FLYING. A decoration you can display pera — with this Catalogue 
with pride. VG542—VICTORY GARDEN Write for it. 
P1131 . . . . Each Only $4.75 POSTER Each $3.00 





W. L. Stensgaard and Associates, Inc., 346 N. Justine St., Chicago 
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OUR NEXT ISSUE THE COVER 1943 


. . . | think that a display program for 1943 
should include considerable study of the maximum 
month's cover is the work of Harry East- development of self-service and the new display 
techniques which would be involved. Display man- 
lishing self-selection methods in other departments agers should tell us, if they can, how we may dis- 
of the store; in the April issue he tells how this was teaus are trimmed with fluted fabric. The play and stock the maximum number of fast-selling 


é ; ; lines of merchandise so that the customer can see 
handled with excellent results. . . . Among the backdrop is formed of bamboo strips, Gt © genes the sdlling palate of the em end Gad 


— oop will be na of a apc flanked at each side by a filmy curtain. readily at hand the forward stock ... so that she 
standing war displays, another giving last-minute ae re : may, to the greatest extent possible, serve herself.” 
display ideas for Mother's Day, and others to keep The illumination is by spotlights focused —Frank Vorenberg, President, Gilchrist Company, 
you posted on the latest display developments. directly on each torso. Boston. 


J. C. Nichols, display director for Ernst Kern & The striking corset display on this 
Co., Detroit, has been giving a great deal of atten- 


tion to remodeling some departments and to estab- wh ae : 
ham, Burdine's, Miami. The various pla- 





by the Mary Brosnan studios —~ styled for a dramatic change to exquisitely fem- 


inine clothes. Gardenia or rose petal finish. Photographs and details on request. 


JAS. B. WILLIAMS, INC. 
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New Developments On Dimouts, 
Paper Flower Manufacture 


. . . War Production Board Dimout Plans Still In Abeyance ... 
Flower Manufacture To Continue Until May |... 


There is to be no nation-wide dimout of 
display and ornamental lighting, at least for 
the present. If and when dimouts do be- 
come necessary (in other than coastal zones 
where the submarine menace makes them nec- 
essary from a military standpoint and where 
they are even now in effect) such dimouts will 
be only for temporary periods and in local 
areas rather than on a national scale—pro- 
viding the dimouts are due to power short- 
ages rather than to fuel transportation diffi- 
culties and the need for fuel conservation. 

These statements, based on an address at 
Chattanooga on February 16 by J. A. Krug, 
director of the Office of War Utilities, should 
help bring displaymen up to date on the 
possibility of a country-wide elimination of 
display lighting—a subject on which rumors 
of all sorts have been many and _ vivid. 
Krug’s speech, while not too reassuring, 
seems to give cause for hope that such a 
drastic step may not be taken. 

This information is part of a letter to 
DISPLAY WORLD from John T. Montoux, 
War Production Board, Washington, under 
date of March 5. The letter in full is as 
follows : 

“This is in reply to your letter of Febru- 
ary 25 concerning rumors of a nation-wide 
dimout of display and ornamental lighting. 

“No decision has been reached in this mat- 
ter. I think perhaps you might be inter- 
ested in the following excerpt from a speech 
made by J. A. Krug, director of the Office 
of War Utilities, at Chattanooga, Tenn., on 
February 16: 

“While power capacity is generally ade- 
quate, serious difficulties are already being 
experienced in the transportation of fuel to 
meet the greatly increased requirements of 
war production and off-shore shipments. In 
planning new power capacity, we have given 
preference to hydro wherever possible to 
save fuel. But steam power is predominant 
in a number of areas and important in 
nearly all. Power systems in many sections 
of the country utilize large quantities of 
fuel, and in some areas this fuel must be 
transported hundreds of miles. For this rea- 
son there has been some discussion of the 
possibility of reducing non-essential uses of 
electric power for the purpose of conserv- 
ing fuel and transportation. Such a program 
would involve the curtailment of all non- 
essential lighting and other luxury uses of 
power in those areas where a saving in fuel 
and transportation would result. Whether 
or not such a dimout is needed is a matter 
which must be determined by the govern- 
ment agencies primarily responsible for fuel 
and transportation. Some persons mistakenly 
believe that a nation-wide dimout is being 
advanced to take care of a power shortage. 


There is, of course, no need for a dimout of 
the nation’s cities from the standpoint of 
power supply because there is no present or 
impending shortage of power capacity. As 
[ have already indicated, curtailment of 
power use may be necessary from time to 
time in case of outages, unusual drought, 
sabotage, or unavoidable delays in installing 
the new capacity that is now under construc- 
tion; but such measures, in contrast to 
power curtailment to save fuel and transpor- 
tation, would be only for temporary periods 
and in local areas.’ 

“The above paragraph contains the only 
official statement by any War Production 
Board official on the subject.” 

From the foregoing it is plain that a na- 
tional dimout of display and ornamental 
lighting will be ordered by the WPB only if 
made necessary by a need to conserve fuel, 
or by difficulties in fuel transportation. If 
other causes result in power shortages, such 
dimouts will be local in extent and of a 
temporary nature. 

Should a large-scale dimout be placed in 
effect, under Limitation Order L-94 of May 
1, 1942, it would include: interior or exte- 
rior sign lighting; interior or exterior show 
window and showcase lighting; interior or 
exterior outline and ornamental lighting; in- 
terior or exterior lighting for decorative or 
advertising purposes, and “interior light- 
ing in excess of one watt per square foot 
of floor area in any commercial or other 
establishment open to the public, except of- 
fices, drafting rooms, school classrooms, and 
other interiors in which the visual tasks are 
difficult and prolonged.” 

Also involving the War Production Board 
and the display field is the present status of 
paper artificial flower manufacturers. It will 
be recalled that Order M-24l-a was issued 
recently, prohibiting the manufacture of 
flowers from paper after February 15, 1943. 
A number of flower manufacturers immedi- 
ately filed an appeal from the ruling, asking 
permission to make up finished flowers from 
their stock of raw materials on hand or on 
order from their paper suppliers. In some 
cases, particularly in the Chicago and New 
York City areas, these appeals were made 
concertedly by local manufacturers ; although 
the appeals were filed individually, the 
groups requested relief as an industry as 
well. Other appeals were filed separately by 
artificial flower firms in various parts of the 
country. 

As this is written on March 8, it is under- 
stood that some relief has been granted by 
the War Production Board to most of the 
manufacturers who have filed appeals from 
Order M-24l-a with the administrator of the 
order in Washington. It is true, however, 


that some such requests were turned down. 
Those obtaining relief received it in the 
form of permission to continue making 
paper artificial flowers until May 1, 1943, 
using paper already in inventory, and to re- 
ceive and use paper on order with their 
sources of supply prior to January 15, 1943. 

More detailed information on this subject 
is contained in a letter presumably written 
on March 6 by Kenneth L. Mytinger, Chief 
of the Appeals Section, New York District 
office of the Priorities Division, War Pro- 
duction Board. His letter states: “This is 
to acknowledge your letter of March 1, 1943, 
having reference to relief granted by the 
War Production Board to manufacturers of 
artificial flowers in the New York District 
from the restrictions of WPB Order M- 
241-a. 

“The relief was granted to those concerns 
who had made appeals, by letter, to the Ad- 
ministrator of the above order, in Washing- 
ton, D. C. Although appeals were filed in- 
dividually, the group of manufacturers re- 
quested relief as an industry, based on these 
appeals. 

“At the suggestion of this office, an In- 
dustry Committee was formed, and arrange- 
ments were made by this office for a hearing 
before the Administrator of the order and 
the Appeals Board in Washington. All the 
appeals pertaining to this group were acted 
on at one time. 

“All the concerns who had filed appeals 
were extended permission to continue the 
manufacture of artificial flowers until May 
1, 1943, using paper presently held in in- 
ventory, and also were permitted to receive 
and use paper on order with their suppliers 
previous to January 15, 1943. 

“The primary considerations on which the 
appeal was judged were the New York labor 
situation and other conditions peculiar to 
the New York area. Similar conditions in 
other sections of the country would probably 
receive equal consideration. 

“Relief from the restrictions of this order 
can only be granted by the Administrator 
of the order, and all appeals for relief should 
be made directly to him through your local 
War Production Board District Office, all 
of which have duly appointed appeals spe- 
cialists.” 

It will be noted that the above letter re- 
fers specifically to New York flower manu- 
facturers as being granted relief from the 
restrictions of the order; it is understood, 
however, that others in different sections of 
the country have likewise been given per- 
mission to continue manufacture until May 1. 
Those who have been denied such privileges 
have not yet given up, and several plan to 
take their appeals in person to the adminis- 
trator in Washington. 
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—A more dramatic group of patriotic displays than the seven pictured 
here would be hard to find. Three of them—upper left and the two 
at the bottom of the page—are the work of Jack Krumholz, Union Home 
Furnishers, Inc., Troy, N. Y. ... The center group, left to right, are by 
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Outstanding War Wind 


HAT THESE DEAD 
oan MoT WAVE DYED 
in VAIN co 


Earle J. Taylor, Strawbridge & Clothier, Philadelphia; Wallach's, New 
York City, and Louis Viella, B. Altman & Co., New York City... . At the 
upper right is a display from R. H. Muir, Inc., East Orange, N. J.; it 
was worked out in flame and smoke tones, with appropriate ligh 
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Self-Service: A Revolution 


Gathering impetus like a streamliner on 
the downgrade, growing in size like a snow- 
ball hurtling down a blanketed hillside, the 
revolution sweeping America’s retailing cir- 
cles today bids fair to change the distribu- 
tion habits of our entire nation—habits which 
for the most part have been unable to keep 
step with the mass production methods of 
the last decade. While mass production has 
long since become an integral part of the 
American way of life, antiquated methods 
of distribution are only now giving way to 
modern ideas of retailing in the form of 
self- and semi-self-service. 

As far back as the spring of 1941, our 
company conducted a merchandising clinic 
in cooperation with the National Retail Dry 
Goods Association at a convention in Chi- 
cago. Conducted under the supervision of 
our Eastern manager, H. F. Guinn, 
the clinic was climaxed by his lecture on 
self-service; it opened the eyes of many 
store operators who were finding, for the 
first time, answers to their operation and 
personnel problems. 

Unfortunately, it required a war to em- 
phasize the value of these ideas to retailers 
both large and small, who for years have 


sales 


frowned on these so-called “dime store 
methods of selling.” True, they have 
watched the progress of far-sighted mer- 
chants and often have marveled at their 


advanced methods, but, until recently, as in 
the Mark Twain's much-too- 
quoted remark about the weather, “Nobody 
has done anything about it.” long 
have they excused their inactivity along 
these lines with a somewhat false pride and 


case of 


Too 


a complacency best expressed by the fa- 
miliar phrase, “Oh, well, we cater to a 
different class of trade.” Now they are 


coming to realize that this is a fallacy. 

From a standpoint of wartime economy, 
at least, form of self-service is rap- 
idly becoming a “must” in many retail 
merchandising departments. Increased per- 
sonnel shortages, coupled with mounting 
operation costs, have created serious prob- 
lems which executives agree can be 
greatly alleviated by the adoption of self- 
service methods, either completely or in a 
modified form—contingent, of course, upon 
the type of merchandise concerned. 

In passing, the words and semi- 
self service’ are intended here to be de- 
scriptive not so much of the grocery super- 
market type, but rather of the methods em- 
ployed by successful merchandising chains 
such as Sears, Roebuck & Co., Montgomery 
Ward & Co., W. T. Grant Company, Neisner 
Brothers, McLellan Stores, Scott Stores, 
Wieboldt’s, and so on. 

Self-service, in essence, means that mer- 
chandise is openly displayed, fully and clear- 
ly marked, permitting ready access to the 
customer without serious intervention on the 
part of a salesperson until the sale is to be 
consummated. Many a sale has been lost 
at the time a salesperson offers too much 


some 


most 


“self- 


By L. L. SOLOMON 


Reflector Hardware Corporation, Chicago 


assistance to a prospective customer who 
likes to browse and make her choice at will. 
True, certain departments such as notions, 
drugs, stationery, hardware, houseware, 
white goods, men’s hose, shirts, etc., lend 
themselves better to self-service than oth- 
ers, but there are few lines indeed which 
are not adaptable in some manner to this 
method of selling. 

How can personnel shortages be offset by 
the installation of self-service or semi-self- 
service methods? Simple. 

Counters are arranged in_ back-to-back 
fashion with no allowance for clerk aisles. 
Clerks, what few are needed, operate from 
the customer side of the counter. Counters 
are binned with glass and metal dividers, 
permitting a neat arrangement of the mer- 
chandise in bins created to its actual size. 
Over counter build-ups comprised of glass 
and metal clamp sets allow extra display and 
selling space. Metal bin ticket holders, which 
snap onto the glass, price every divided sec- 
tion of the counter individually, while card 
holders at the back of the counters give 
the necessary sales message and additional 
pricing information. All merchandise is out 
on the counter where it can be seen. Thus 
the customer browses at leisure, making his 
or her choice at will, and only needs the 
services of a salesperson to ring up the sale 
and wrap the package. (Recent successful 
experiments have eliminated even this step 
with the use of cash registers and wrapping 
counters at the front of the store.) 

Aside from the features offsetting loss of 
personnel and increased operation costs, self- 
service methods have been the key factor 
in greater merchandise turnover and_ in- 
creased dollar volume. Open counter visual 
display is synonymous with the term “re- 
lated selling” which is in itself the key to 
an increase of per capita sale. Listing some 
advantages experienced by people who have 
adopted these methods, we find: 

1. Reduction of operating costs—(less sell- 
ing, packaging, delivery, etc., expense). 

2. Increase of average sales—(proven in 
super-market operation). 

3. More frequent turnover—(natural re- 
sult of increased average sales). 

4. Assistance in stock-keeping the inven- 
tory—(closer control of sizes, colors, etc., 
on top of counter and in understock directly 
below). 

5. Larger assortments displayed — (result 
of condensed space to individual items). 

6. Visual suggestion of companion sales 
(application of cafeteria principle). 

7. Reduction of soilage and pilferage — 
(natural result of increased turnover, and 
the discovery that customers are as honest 
and careful as salespeople). 

8. Cheapest method of layout — (fixtures 
purely functional, therefore less elaborate). 

9. More attractive and colorful—(result of 
wider assortments, and facility of properly 
displaying merchandise at eye-level). 

10. Emphasis on merchandise, not on fix- 








tures—(the fixtures are designed merely to 
accommodate merchandise). 

To illustrate points Nos. 2 and 3, let us 
follow a customer purchasing a white shirt 
in a department store built along old, con- 
ventional lines. With the merchandise hid- 
den below or behind the counter, he waits 
for a salesperson to introduce himself with 
something like: “Yes, sir, may I be of as- 
sistance?” More than often the waiting 
period is one which tends to ruffle the cus- 
tomer’s complacency to the point where he 
either goes on a man-hunt or leaves in dis- 
gust. 

After corralling a salesman, he tells “the 
salesperson what is desired, whereupon the 
process of removing boxes from below or 
behind the counter is continued until a 
selection is made. Haven't you yourself 
had this very experience many times? 

At this point an alert salesperson may sug- 
gest a tie, belt or hose, but, realizing that 
a new merchandise hunt may be necessary, 
the customer very often declines. 

With open counter display, however, the 
merchandise is all there in full view, neatly 
arranged as to style, size and price and the 
power of suggestion works its fullest, auto- 
matically. An over-counter tie-rack on a 
shirt counter is a pointed suggestion and 
may mean an additional sale; a display of 
ladies’ belts on a purse counter is often 
the answer to another purchase. Sounds 
interesting, doesn’t it? 

Although long since proven successful by 
the limited price chains, the last five years 
have seen ready acceptance and perfection 
of self-service methods on the part of de- 
partment store chains, and more recently by 
individual department stores themselves in 
basement stores. Witness in this last cate- 
gory—Rike-Kumler, Dayton—Shillito’s, Cin- 
cinnati—Thalhimers, Richmond—Stix, Baer 
& Fuller, St. Louis, and a host of others. 

Successful semi-self service department 
store chains maintain large research depart- 
ments for the purpose of developing up-to- 
the minute displays and ideas which keep 
counters and tables in a constant state of 
flexibility. 

In particular Sears and Weiboldt’s, Chi- 
cago, are now taking a large forward step 
by creating, in certain departments and in 
smaller stores where merchandise permits, 
the complete self-service idea. Cash regis- 
ters and wrapping counters are located at 
the front of the store while large signs are 
spotted at vantage points, instructing cus- 
tomers to make their own choice of mer- 
chandise and then take same to the front 
for wrapping and sale. Large shopping bags 
are provided to permit the customer to com- 
plete the selection of a number of items be- 
fore leaving the store. A few junior execu- 
tives are on the floor at all times to an- 
swer questions and assist customers where 
necessary, while the wrappers or cash reg- 


[Continued on page 30] 
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Wanted: 20,000,000 Gardens 
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The American public nibbled tentatively 
at the Victory garden idea last year, but 
now that food rationing is an established 
fact and the housewife may reach for a can- 
opener only half as frequently as in the past, 
Victory gardens literally will be on every- 
one’s tongue during the coming months. 

The government wants some 20,000,000 
gardens in production this year to supple- 
ment the food available through the usual 
sources. Millions of people are thinking now 
of how and where and when to prepare 
their gardens. But millions more need to be 
told and sold on the idea. 

It is here that display can do a double 
job. The first is to promote the Victory gar- 
den theme through window and interior dis- 
plays. Retail stores can be made information 
centers on the subject, with the displayman 
showing visually the different angles to be 
stressed. It is a splendid opportunity to do 
an educational job which will be of national 
and local benefit. 

Secondly, stores are offered an excellent 
chance to display a multitude of merchan- 
dise in connection with their Victory garden 
presentations. Apparel suitable for garden- 
ing, plant foods, garden utensils, seeds—these 
are only a few ot the many items which can 
be promoted in such displays. 

Roland A. Pennoyer, Rathbun’s, North 
Hollywood, gives a typical example of how 
this can be done, as illustrated in the first 
photograph. On the grass mats were placed 
four figures dressed in slack suits in high 
colors; the colors were named after the 
vegetables from the Victory garden, such as 
Potato tan, Tomato red, Plum royal, Corn 
vellow, and Lettuce green. The lattice effect 
at each side of the window was placed close 
to the glass to create a sense of deeper per- 
spective. Real lettuce was planted in the 
basket in the window at the right, while 
real fruit was in the basket borne by the 
mannequin. 

It is interesting to compare the center 
photograph with the other two, as_ the 
“Women's Land Army” display is represen- 
tative of the English method of handling the 
subject. The display is from Lewis’s, Ltd., 
Birmingham, England, and consists of a cut- 
out gate, tree, and slogan card in the back- 
ground. The tree bears three photographs 
of women engaged in farm work, while five 
cut-out hogs feed contentedly in the fore- 
ground, 

At Barker Brothers, Los Angeles, R. W. 
Vogtman chose for his slogan: “Wanted: 
20,000,000 Gardens” and dramatized the sub- 
ject with a mannequin busily at work in 
a Victory garden. This display made a 
three-way tie-in, incidentally: with a metro- 
politan newspaper Victory garden contest, 
with the government's increased food pro- 
duction program, and with the store’s own 
“Garden Shop.” The floor of the window 
was covered with actual soil, with seed 
packets stuck on twigs at regular intervals. 
Grass matting was employed at the right of 
the display around the blooming peach tree. 
A deft and whimsical touch was to give the 
mannequin a green thumb—sign of the suc- 
cessful gardener. 











The red cross on the white field has, since 
naturally 
greater amount of display space than ever. 
\s a rallying influence in the annual drive 
for funds, many of the Manhattan stores 
gave over whole series of windows to depict 


the war, quite received a_ fat 


ing Red Cross activities on all our battle 
fronts. 

At Abraham & Straus, John A. Rosenberg, 
display director, executed a series of win 
dows which tellingly depicted the many and 
humane activities of the Red Cross. The 
various theatres of war and bases of opera- 
tion—North Africa, South Pacific, Australia, 
Hawaii, Iceland, Alaska, Ireland, Geneva 
were painted as large maps on white panel 
backgrounds which filled the dimensions of 
the window and were slightly recessed from 
the window glass. Each map, and there were 
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By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


eight (one to each window) was centered 
with a large opening which followed the 
design of the cross and was painted red. 
Through the opening made by the cross 
could clearly be seen realistic scenes using 
photographic blow-ups. Mannequins were 
shown either in the uniform of the Red Cross 
or the various branches of the armed forces. 
Red Cross supplies and scenes were accom- 
panied by descriptive messages indicating 
“Binding the wounds of the Wounded”... . 
“Surgical Dressings” “Blood Plasma” 

. “Giving Aid and comfort to War Pris- 
oners” “Canteen Supplies” ... “Main- 
taining Morale” and “Recreational Supplies.” 
Through the deft painting of each of these 
maps, the geographical configuration of that 
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York 


particular theatre of war was clearly pro- 
jected. The display is shown on this page. 

Colored gloves made charming spring 
gardens in a series of five ledge trims which 
faced the Fifth avenue entrance at Lord & 
Taylor. For these settings, John Robert 
Riley, in charge of interior display, featured 
one color family to each unit with the gloves 
ranging through all of the shades in the 
chosen color. Thus were displayed the many 
tones of green gloves, purple and blue; the 
wide range of pastel pinks to the fuschia 
tones occupied two of the units. A large 
tear-sheet of heavy paper in an off-white 
tone with gray markings to simulate brick, 
formed the “garden wall” background. Leaf- 
less twigs were planted before this wall with 
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two large flower seed packages attached to 
the twigs; these packages were made of 
large manila envelopes with large cutouts 
of pink and red roses pasted on their sur- 
face. The flower cutouts in each unit tied 
up with the chosen color of the gloves; as 
for the family of blue gloves—blue delphin- 
ium and morning glories formed the pic- 
tures; violets, dahlias and lilacs for the 
violet-to-purple grouping, etc. Gloves in all 
the varied lengths for spring were shown 
on hand forms which were planted in two 
neat rows across the slanting panel, which 
was covered with simulated soil. 

Truly romantic and original was the set- 
ting which Joseph Dultz used at Blooming- 
dale’s for presenting blouses with the mes- 


—The glove display is an interior set designed 
by John Robert Riley, Lord & Taylor. ... An 
excellent series of windows featuring the work 
of the Red Cross is illustrated here by the 
center photograph; John A. Rosenberg, Abra- 
ham & Straus, is the executor. . . . Joseph 
Dultz, Bloomingdale's, created the display at 
the left. . . . (All photographs by courtesy of 
Virginia Roehl Studios, New York City)— 
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—Right, by Henry Callahan, Lord & Taylor. 
. .. Center, by Joseph Dultz. . . . Below, by 
James Gosling, Franklin Simon— 


sage: “Today—It’s not the Blouse in your 
Wardrobe—It’s your Wardrobe of Blouses.” 
A horizontal gray-toned panel set back ap- 
proximately 2 feet from the window glass 
showed two rows of openings which gave the 
effect of windows. A horizontal plateau fin- 
ished in black and carried on a level with 
the openings made deep window sills on 
which half figures were posed as if gazing 
out from their ivory tower, with a spot- 
light directed on the blouse which each was 
wearing. A second blouse, draped on a 
hanger, was either held by the mannequin 
or hooked into the white shutter-blind which 
was fitted along the left side of each indi- 
vidual shadow-box. The recessed back wall 
was finished in dull black. A price ticket 
was inconspicuously pinned, as if a piece of 
costume jewelry, on each blouse. 





Complementing the two windows thus de- 
voted to blouses were six suit windows Car- 
rying out the display theme illustrated and 
‘Today—It’s not the 
Suit in your wardrobe—It’s your wardrobe 
of Suits.” Depending on the dimensions of 
the window, a row of figures stood on white 


using the card copy: 


finished cubes carried on a_ semi-circular 
line. The coat of the tailored suit, worn 
over a blouse, was fitted on the figure—the 
skirt of the suit draped across the top of 
the white cube, the front of the skirt so 
draped as to show very plainly the pattern 
and detail trim. For these displays, the open- 
ing at the top of the figure served perfectly 
as a vase for holding a bouquet of fresh 
flowers. For a navy suit with white blouse, 
pink carnations, purple violets and white 
snapdragons made up the bouquet; for a 
gray suit with pink blouse, pink carnations 
were used; tulips and mimosa were com- 
bined in a third unit and so on through the 
wide selection which made up the six win- 
dows of charming displays. The background 
was finished in white seamless paper. 

The first flowers that bloom in the spring 
came to life in Lord & Taylor’s window 
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presenting tweeds in the flower colors. For 
these several displays, Henry Callahan, dis- 
play director, used lilacs, forsythia, tulips, 
apple blossoms and wood flowers. “They lead 
a charmed life—our country clothes—time 
less treasures —starring our hand woven 
Bennington Tweeds and imported English 
Lintons,” said the fashion message lettered 
in yellow on a gray square for the illus- 
trated window. A lovely old well, replete 
with pulley and bucket was banked on either 
side with masses of real yellow forsythia 
Concealed lights reflected in the center ot 
the forsythia bush gave all the effect of 
direct sunshine luminously spreading through 
the blossoms. A yellow paper streamer cat 
ried across the foreground of the window 
inquired: “Don’t these look like forsythia 

with the sun shining on it”... and indeed 
the vellow tweed suits worn by the several 
mannequins did look like welcome sunlight 
The floor of the window was filled with soil 
and leaves and little yellow wild flowers 
grew here and _ there. \ child's express 
wagon in the foreground carried an assort 
ment of silk scarfs, each of the mannequins 
having chosen one of the yellow tones and 

[Continued on page 29] 
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PROMOTIONS 
by Louis Gehring 


Display Designer and Consultant 
New York City 



















This year National Cotton Week will be ob- 
served May I|7-22. Cotton's vital and many- 
sided war-time role will be a timely and pro- 
ductive merchandising theme for merchants and 
others participating in the 1943 observance of 
the week. The sketch shows an enlargement of 
the poster with bolts and spools of threaded 
cotton and a bale of cotton. The mannequin is 
attired in the latest cotton number and wears 
the air-raid warden's arm band. The bicycle 
suggests conservation of gas for the duration. 


The Mother's day display reminds us to remember 
the beloved mothers of yesterday as well as the living 
mothers of today. On a white scroll-like roll of 
honor is lettered in gold the caption ‘Remember 
Mother.'’ At the foot of the scroll are two irregularly 
shaped platforms, painted white. Pink and white rib- 
bon streamers are tied to the center of the scroll and 
serve to divide it. Letters, greetings, etc., may be 
placed on the side symbolizing the living mother. Pink 
and white carnations may also be strewn upon the 
platform. 
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Ai} Sata We 7 Help Uncle Sam's food production 
' front! Join the army of Victor ar- 
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garden that has just yielded an abund- 

iy j Ly) ance of essential foods. The manne- 
quin is attired in sturdy work cottons 
and is surrounded by garden equip- 
ment, fruits and vegetables. In the 
background are pictured city dwellers 
leaving the subway to do their bit on 
the home front. 
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FOR MAY 











Memorial day, May 30, presents another opportunity 
to promote the sale of War Bonds and Stamps. On 
the background of this display is painted a bright 
horizon sending its shining rays through gleaming white 
clouds. The floor of the display should be painted 
to resemble a calm sea. A plane narrowing toward 
the background breaks through the horizon and re- 
veals rows of crosses. An American flag stands guard 
in memory of our honored dead. To dramatize and 
show perspective, place some small crosses on the 
end of the plane and paint several on the background. 
Display War Bonds and Stamps in the foreground. 














These sturdy cotton work shirts are all 
out for Victory at the call of the whistle. 
A three-dimensional cut-out panel shows 
a group of war plants and a factory 
whistle sounding the call to war work- 
ers. The caption reads—''Cotton Fights 
On Every Front.'’ National Cotton 
Week posters may also be displayed. 
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The wiser we buy, the quicker we Il win 
is a@ sound economic truth. Quality 
buying helps in an all-out war and it 
will help mightily toward winning the 
war if we all buy longer-lasting things— 
when we must buy at all. In this sketch 
Uncle Sam puts his stamp of approval 
on this good advice. 
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Current Chicago Displays 


Spring, in the able hands of Les Barofsky, 
has invaded the display front over at Morris 
B. Sachs, as shown by the streetwear set il- 
lustrated on this page. Down right an ar- 
resting hand-lettered poster carries the 
tempting suggestion: “You—a glorious por- 
trait in your new Spring costume.” And fol- 
lowing through with the portrait idea, Ba- 
rofsky has tip-tilted a large and handsome 
wooden frame with carved bas-relief border 
designs into the upper branches of a blos- 
soming tree in such a manner that the foli- 
age forms the picture interest. Cyclorama 
walls of the set go rippling round and round 





By KENDALL HULL 
F. A. Kuehn & Co., Chicago 


in a scallop pattern, looking very much as 
though they had been stamped out by a 
cookie cutter, and from over the top comes 
cascading a bolt of soft coat material looped 
to a pole behind the frame, and draped 
onto the floor to form a throw carpet for the 
two mannequins togged in suits and with 
coats tossed airily over their shoulders. Syn- 
thetic sunlight and its accompaniment of 
shadow lend important accent to this display 
also. 

The bloom in Sam Blum’s 
spring arresting tableware 
display over at The Fair Store are the sort 
that are made with a painter’s brush. “Make 
Mealtime Magic with Color” advises the 
poster set up down right, and Blum shows 


that 
garden, in one 


flowers 


~* 


wo 


the housewife just how this enviable feat can 
be accomplished. Backstage center is a 
charming, open-shelved cabinet, composed of 
twin sections with an archway between. 
Decorated with painted floral motifs, the unit 
contains a gala collection of platters, pot- 
pourri jars, bottles, glasses, jugs, and knick- 
knacks. In the archway stands a tea-for- 
two table with a gay plaid cloth, a spright- 
ly bouquet and pretty china service; tacked 
to the wall behind is an eye-catching ar- 
rangement of place doilies. The foreground 
of the set, done with studied carelessness, 
is a happy maze of bright baskets, trays, 
pottery and flowered cloths. Bidding for 
special attention are two urns, filled with 
painted pods and grasses and standing aloft 
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Blum’s display, 
brilliance, 


upon iron-legged pedestals. 
pictured here, goes all out for 
practicality and sales appeal. 
“What Rationing Can Mean To You” is 
given in one easy lesson in a special canned 
goods window set up by Display Director 
Jay Howe, Mandel Brothers, to help house- 
wives become more familiar with the elab- 
orate point system for the nation’s 
kitchens. As shown in the accompanying il- 
lustration, an open-shelfed cupboard has 
been stocked with a variety of the packaged 
foods most in demand, and below each ar- 
ticle of food is a circular counter-tag ex- 
plaining the number of ration points attached 
to it. A poster at left advises “These Foods 
are Rationed—See what You can get for 
your points in Mandel’s Pantry Shop.” 
Fruit, boughs, and streamers add a festive 
touch to the set, suggesting that it’s not an 
altogether unhappy gesture to be tightening 


new 


—Upper left, by Les Barofsky, Morris B. 

Sachs . . . Center, by Sam Blum, The Fair 

Store . . . Left, by Jay Howe, Mandel Broth- 

ers. . . . (All photographs by F. A. Kuehn 
& Co., Chicago.) — 
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—Right, by H. C. Bowen, the Hub. . . Cen- 

ter, by J. W. Campbell, Carson Pirie Scott 

& Co. . .. Below, by John Courtney, Sears, 
Roebuck & Co., State street store— 


our belts for the duration. And there’s a 
dramatic light playing over the set, also, 
adding new interest to what might be looked 
upon as a pretty tedious undertaking. Howe 
is doing his part to make necessary rationing 
an interesting game, and personally we think 
this window rates 100 per cent on every 
count. 

Back to the battle cry we hark again as 
we turn to H. C. Bowen’s men’s wear dis- 
play being featured at Henry C. Lytton & 
Sons (The Hub). A long white streamer 
extending across the top of a composition 
center panel challenges, “Help Build U. S. S. 
Chicago—Buy Bonds Today,” and centered 
in the panel is a great replica of a porthole, 
framed by a papier mache border and re- 
vealing a model battleship under construc- 
tion, with a miniature, sculptured workman 
standing, rope in hand, upon a scaffolding. 
“Let’s All Help” reads a small poster falling 
out of the eagle-topped porthole, and the 
entire center of the set is star-spangled with 
irregular hand-cut composition five-pointers. 
Smartly arranged at either end of the setting 
are men’s hats, overcoats, and those rare 
commodities often seen but seldom pur- 
chased—shoes. 

Particularly refreshing is a floral exhibit 
by J. W. Campbell, Carson Pirie Scott & 
Co., titled “Can Spring be Far Behind?” 
Kitty-cornered in the center of the window 
is a florist’s case of white wood with tiers 
of shelves holding tall-necked vases of cut 
flowers and miniature pots of artificial 
blooms. Outside the case, on and about two 
wooden garden tables, are colorful collec- 
tions of potted plants and flowers, ferns and 
tobacco shoots. All this verdure strikes the 
theme for setting off two smart springtime 
costumes worn by the mannequins, left and 
right in the accompanying illustration. 
Flower-splashed posters read: “Roses burst 
into bloom on a soft Spring-into-Summer 
dress,” and “A bed of pansies transplanted 
into your Spring wardrobe.” <A_ sunlight 
effect produced by off-stage floods gives 
warmth and brilliance to the scene. 

Hollyhocks clambering up a pretty white 
trellis which forms the background of a 
wood-bordered grass bed sound a note of 
springtime in an outstanding window at 
Sears, Roebuck & Co.'s, State street store, 
created by John Courtney to dramatize a 
showing of dress goods. Seated on a white 
wood bench before the trellis is a jumper- 
clad young mother with her small daughter 
in a matching costume; standing upright 
on the grass plot are dressmaker patterns. 
\ scroll streamer trailing overhead is cap- 
tioned: “Designed For You and Your 
Daughter.” At left, in a more practical vein, 
is a stepladder display of yard-goods bolts, 
some featuring figured patterns, others plain 
colors. Material is also draped curtain fash- 
ion from the top of the display to the floor, 
and down front is an interesting assortment 
of sewing baskets, buttons and other trim- 
mings. A poster calls attention to “Sky 
Spun” printed rayons. The window is illus- 
trated here. 
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isplay For Retailers Only 


The firm of Ely & Walker is America’s 
largest wholesale manufacturing and distrib- 
uting corporation, and consequently has a 
considerable display job to do for the benefit 
of our retailer clients when they visit the 
four modern, streamlined, air-conditioned 
selling floors. 

Merchandise display is handled in approx- 
imately the same way as it is in any retail 
show window and case, not only with the 
thought in mind of attracting attention to 
our merchandise for sale, but also to sug- 
gest methods of display for use in the retail 
store itself. We have a total of 102 displays 
that are completely changed for each season, 
with periodical changes between “market 
seasons.” 

Taking everything into consideration, our 
displays cost very little. Our intention is to 
present ideas that small retailers can observe 
and duplicate at relatively small cost. We 
assist these stores in planning and buying 
their display materials, and receive many re- 
quests for such service both personally and 
by mail. 

Display at Ely & Walker is recognized by 
management and department heads alike as 
a most important medium in the presentation 
of merchandise—and as a way of bringing 
vividly to the minds of visiting merchants a 
better picture of what is necessary in the 
of attractive display for their own 
stores. We try to plan and execute settings 
that will not only do their part toward the 
beautification of the retailer’s windows and 


way 





— 
) 
er 


> Ss 


By S. J. DURHAM 
Ely & Walker, St. Louis 


interior, but will actually inspire the urge 
to possess. 

“Displa ys are arranged strategically 
throughout the selling floors. For example, 
the upper right illustration shows a display 
of drapery fabrics in a case 16 feet in width; 
this is located so that it presents an imme- 
diate picture to everyone entering the main 
door. The flowers were made up of drapery 
fabrics, fancy monk’s cloth, rough prints, cot- 
ton and rayon prints, and printed cretonnes. 
The were 24 inches in diameter, 
with leaves 12 to 18 inches wide, and ranged 
from 3 to 6 feet in height. The background 
was in two green to suggest a 
landscape. 

Likewise, every merchant that steps off the 
elevator at the floor is confronted 
with a 22-foot stage-like display, of which 
the illustration at the lower left is typical. 
The particular setting pictured used fabrics 
in blue, red, rose, and gold with “match- 
mates” in plain colors. The figure is draped 
in the same fabric that she is holding; there 
is a tape measure around her neck and scis- 
sors are in her right hand. 


blossoms 


shades of 


second 


—Window and case displays at Ely & 

Walker's do a double job: they present the 

merchandise for the benefit of visiting mer- 

chants and also show those merchants dis- 

play ideas and arrangements suitable for 
their own stores— 


The silk department has floor cases and 
wall cases, two of which are pictured at the 
upper left. The case at the left is draped 
with a “Swing and Sway” print Jersey of 
blue and yellow, with a matchmate of plain 
colored Romaine in blue. The case at the 
right shows print crepe in rose, black, and 
gray, with a matchmate of plain rose-col- 
ored alpaca. 

The firm also has a private luncheon club 
which meets in an exquisite lounge on the 
first floor; this is completely paneled in 
Circassian walnut. There are three 8-foot 
display windows on view in the interior, and 
two 5-foot cases; one is a sportswear win- 
dow which now shows “Companion Wear 
for Men and Women in Active Wear Styles,” 
featuring “Sunmaker” colors. Bathing suits 
are shown in another against a very simple 
background of light green seamless paper. 
On the street side are two 7-foot windows 
and one which is 22 feet in length. This has 
been pledged for patriotic displays for the 
duration of the war and is pictured here. 
The setting portrays a battle scene in the 
jungles of Guadalcanal. 

Displays are of course worked out around 
the merchandising program of the different 
departments, just as in a retail store. First 
we evolve the plan, and then we make a con- 
centrated effort to carry it out exactly as 
scheduled. Great care is taken in the pre- 


liminary organization for every display, and 
the remarks of our clients indicate that they 
appreciate our efforts. 
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DISPLAY 


YOUR WAR POSTERS 





\ WAR SAVINGS STAMPS 


in your stores and windows 


Your Government is spending millions of dollars to promote the War Effort. It 
should be and is the patriotic duty of every merchant and displayman to cooperate by 
displaying the war posters now being distributed to you thru the Office of War Infor- 
mation. Display is proving its worth every day, and you can be proud of your effort. 





FRAMES FOR YOUR WAR POSTERS... Darling 
has designed a beautiful, patriotic frame for your official posters avail- 
able in two standard sizes, effectively trimmed in red, white and blue. 
Darling also builds a complete line of staple display forms, as well as 
an excellent selection of ‘Patriotic Displays.” WRITE FOR LITERA- 
TURE AND LIST OF AUTHORIZED DARLING DISTRIBUTORS LO- 
CATED IN ALL PRINCIPAL CITIES. L.A. Darling Co., Bronson, Mich. 


4 DARLING 


THE NAME TO THINK OF FIRST IN DISPLAY 











THREE DARLING PLANTS FLY THE COVETED TREASURY FLAGS 





When I first began writing showcards 
some fourteen years ago, it was preached 
to me and pounded into me that a good 
layout was far more important than good 
lettering. I still believe that the theory is 
right. Consequently in planning cards, the 
writer gives first and probably the greatest 
attention to layout. An attempt is made to 
get freshness and variety into each batch of 
cards, and it can not be denied that layout 
probably contributes more along this line 
than any other factor. 

This does not mean that lettering can be 
sloppily done. A cardwriter should be able 
to make good letters, too, even though this 


is of secondary importance. For instance, 


care in lettering is particularly necessary for 
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Showcard Variety 


By TED L. LAMBERSON 
J. A. Berger Company, Great Falls, Mont. 


permanent signs—done in either oil or show- 
card colors—used around the store, or for 
lettering trade-marks and the like. Similar- 
ly, there is usually a demand for black and 
white work to be used in newspaper adver- 
tising; this must be photographed in order 
to have an engraving made from it, and here 
again the lettering must be done with great 
care. (Incidentally, it has always seemed to 
me that a good card-writer has the greatest 
possibility of becoming a good newspaper 
advertising man; his knowledge makes it 
easy for him to make roughs for prospects, 
and here again his ability to use layout and 
lettering effectively is invaluable.) 

As for colors used in cardwriting, I firm- 
believe that white cardboard is the best to 
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work with and gives the best results in ev- 
ery Black lettering on white stock is 
the easiest to read by the customer, and that 
is what counts. Fundamentally, that is the 
type card we employ most frequently. Of 
course the addition of other color is neces- 
sary at times, particularly for certain mer- 
chandise, but we usually confine this extra 
color to decorations, or to outlining with 
light harmonizing colors. At times it is de- 
sirable to carry out the color scheme of a 
window display right down to the show- 
card itself, and this is invariably effective 
and interesting. 

We have found that simple cards that tell 
a straight-forward message and are easy to 
read always get the best results. 
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Introducing for exciting Spring and Summer Displays: 


“RURAL AMERICANA” In cotorrut PAPER SCULPTURE 


SOPHISTICATED, THREE DIMENSIONAL 
RURAL BACKGROUNDS INCLUDING 
"BESSIE'’ THE COW (PICTURED), "PENNY" 
THE PIG, MARY'S LITTLE LAMB, AND NINE 
OTHER FARM MOTIFS. 


MOUNTED ON BEAVERBOARD 
PLAQUES FOR WINDOW AND 
INTERIOR USE. 


A PERFECT THEME FOR YOUR 
AFTER-EASTER CHANGE-OVER. 


24" x 36" $ 6.75 
36" x 48" $ 9.75 
40" x 60" $12.95 


15 EAST 22nd STREET, NEW YORK, N. Y. 


SPECIALISTS IN THREE DIMENSIONAL 
MERCHANDISE PRESENTATIONS 
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MILITARY HEADS: CHILDREN'S FACES AS PIC- 


TURED OR ADULTS; LIFESIZE—$1.75 EACH; YOUR CHOICE OF COS. , , 
$18.00 PER DOZEN, ASSORTED. TUME: PAPER SCULPTURED pe eae SPORTS PANELS: 


FASHION FIGURES DRESSED j 
TO YOUR ORDER IN AC- % A NEW SERIES USING 


= pe SPECTATOR eg MOTIFS LIKE FISHING 
ORTS, VICTORY GARDEN- 
ING, SUITS, COTTONS, \ (PICTURED), SWIM- 
GRADUATION, WAACS, 
WAVES, DEFENSE WORKERS, MING, HIKING, PIC- 
ETC. NICING, TENNIS, GOLF, 
FREESTANDING ETC. 
ON BEAVER- 


BOARD 24" x 36" $ 5.75 
_ 36x48". ....$ 7.75 
40" x 60" $ 9.75 
4' x6’ $12.95 
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Figure Control Is A Vital Subject 
To Millions Of Women At War 


Few retail store departments enjoy such a 
remarkably consistent sales level throughout 
the year as does No. 36—that for corsets and 
brassieres, and the related merchandise us- 
ually considered under this general designa- 
tion 

Just past is February, the month in which 
this department makes the lowest percentage 
of its annual volume: 6.3 per cent. Just 
ahead are April and May, when the depart- 
ment enjoys some of its best business, doing 
9.1 and 9.5 per cent, respectively, of its total 
volume in these two months. During the rest 
of the year there is little fluctuation in sales 
percentage figures, with the average percent- 
age per month hovering around 8 until De- 
cember, when it takes a comparatively sharp 
rise to 10 

With the United States at war, millions 
of women are now giving more attention to 
figure control than ever before. To the 
standard sales arguments based on comfort, 
better health, smarter appearance, and femi- 


nine beauty—all used prolifically in the past 


has been added another selling point in 





favor of figure control—better efficiency for 
the woman engaged in war work. 

\Women are more active in a hundred ways 
since the war started. No longer concerned 
only with shopping, home-making and social 
activities, they are in war plants, working 
for the Red Cross, planting and cultivating 
Victory gardens, participating in War Bond 
drives, and otherwise engaged in the war 
effort. They must give attention to their 
foundation garments from an efficiency and 
comfort standpoint during their working 
hours, and also bear in mind the need for 
beauty and smart appearance during their 
leisure. 

With this increased customer attention on 
a high profit item, displaymen should not 
neglect carrying through good corset display 
from the window to the interior of the store. 
Such displays must be more informative and 
better signed than ever, because today’s 
shopper has less time to make her purchases. 
She wants the facts outlined for her in de- 
tail, and while corsets and related merchan- 
wholly self- 


dise probably never can be 


selection items, displays that tell all there is 
to say about the merchandise can do much 
to save time for both the shopper and the 
sales personnel of the corset department. 

Examples of good foundation display are 
pictured here. At the upper left is a window 
by Harry Eastham, Burdine’s, Miami, in 
which the femininity of the merchandise is 
stressed by the filmy curtain background 
and the garments suspended on a cloud of 
chiffon. 

At the upper right is a window by Del 
Heizer, Mabley & Carew Company, Cincin- 
nati, also carrying out the feminine atmos- 
phere through lighting effects and be-ruffled 
displayers. 

The two lower photographs are of displays 
with more emphasis on the results to be 
obtained through figure control. The one at 
the lower left is by Richard A. Staines, 
Vandever Dry Goods Company, Tulsa, while 
the other is by George H. Wagner, J. L. 
Brandeis Company, Omaha. The latter was 
second prize winner in a national display 
contest sponsored by Camp. 
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HEATING UP THE 
“WILL TO WIN” 


The real HEAT in this war is being generated by the 
men and women and kids who are working hard on their 
various jobs. 

But it seems this heat is diluted somewhat by the few folks 
who lead the cheering sections and make neat gestures. 
They generate about as much heat as the kick of a dead frog 
wired to a galvanic battery. 

The Will to Win is no more nor less than the Will to Work 
plus the Will to Sacrifice plus the Will to Fight plus the 
Will to Grin about it. 

If you want to get HOT about this war, look to your own 
output of thermal units, and stop fretting about the other 


guy's temperature. 


OLD KING COLE, INC. 


CANTON e OHIO 


50 Years in Display...Now 100% in War 
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“Keep It Under Your Stetson!” 


By ARTHUR N. HOSKING, Jr., Vice-President 





Unquestionably, the most unusual display 
ever issued in connection with men’s hat 
advertising is the Stetson series now being 
shown in the windows of Stetson dealers 
throughout the United States. It is based 
on the theme “Loose Talk Can Cost Lives’- 
originally used by the British-American Am- 
bulance Corps—to which has been connected 
the slogan: “Keep It Under Your Stetson.” 
This is the motif of Stetson advertising cur- 
rently appearing in national magazines, the 
dominating illustrations of which are a 
series of clever drawings in black and white, 
showing what can happen when wagging 
tongues innocently divulge information valu- 
able to the enemy. 

In the window displays these illustrations 
appear in full color. They are striking, sen- 
sational, thought-provoking subjects, plainly 


understood—each a warning to all who see 
them that in these precarious times even the 


John B. Stetson Company, Philadelphia 


slightest reference to war activities of any 
kind may be picked up by listening ears and 
communicated to agents eagerly awaiting 
just such intormation. The possible dis- 
astrous result of loose talk is vividly pic- 
tured. 

In the magazine advertisements only cas- 
ual reference is made to hats—simply an 
illustration of a style with a brief technical 
description, and no “selling” copy. In the 
display material no hats whatever appear, 
except in a stand with a slotted panel to 
contain slightly enlarged reprints of the 
magazine advertisements, and a flat on which 
is placed the particular style illustrated. 
This is designed primarily for use in hat 
departments. 

The principal portion of the special assem- 
bly of display material, which Stetson has 


~S 








furnished at considerably less than cost to 
dealers, is a frame of natural wood—which 
may be tinted to harmonize with its sur- 
roundings—containing six posters, size 30 
by 40 inches, in which the paintings are re- 
produced in full color. Dealers are re- 
quested to show them in the order of their 
appearance as black and white advertise- 
ments in Life, Collier's, and Esquire. 

The six posters carry out the same general 
idea, illustrated by different situations. One 
of them shows a_ ship sinking with its 
precious cargo, after having been torpedoed. 
In another there is a Nazi pilot grinning 
gleefully as he ‘phones his location of a con- 
voy of merchant ships. A woman's ear wear- 
ing an earring designed with an iron cross 
and a swastika is the most subtle of the 
posters, but very effective. The poster show- 





with YOUR Wor Bonds 
ang stomps 


ing two men in an inflated raft drifting on 
a lonely sea is the most colorful of the 
set. Its story is obvious. Another situation 
is that of a man of sinister appearance in a 
telephone booth, relaying information that 
he has just overheard regarding the sailing 
of a troopship. The sixth and last in the 
series is a view through a submarine’s peri- 
scope centered on a blasted ship, the victim 
of a torpedo that never would have been 
fired if no one had spoken publicly of the 
ship's departure. 

In the magazine advertisements appears an 
appropriate sentence under each illustration 


—A close-up of one of the dramatic Stetson 
war-time displays is given above; the same 
theme is employed throughout Stetson's na- 
tional publication advertising. . . . Center, a 
current display by Eugene Turner, Zachry’s, 
Atlanta, using the Stetson poster in the central 
background. . . . Below, Stetson's retail store 
display— 
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to drive the thought home with a punch: 

“T told him all about my brother in the 
merchant marine.” 

“Convoy sighted ... our American agents 
were right.” 

“The sub was waiting for us, right on our 
course.” 

“She just seemed like a nice girl to me.” 

oF. sails tonight, the world’s biggest, 

packed with troops ... Berlin waiting.” 
d “All I said was, ‘In ten more days he'll be 
in Iceland.’ ” 

On the posters and window cards these 
sentences are omitted, because the situations 
are easily interpreted. The colorful paint- 
ings are so cleverly handled, the subjects so 
intensely interesting and important to every- 
one in these United States that words are 
needless. 

Two folders and three postcards for direct 
mailings by Stetson dealers carry out the 
same “loose talk” theme, and in addition, 
book matches in two sizes will be offered to 
dealers. For the matches the “Sinking 
Ship” scene has been selected. All corre- 
spondence of the Stetson Company bears a 
label showing the same subject. 

The whole plan has been well thought out 
and a valuable contribution has been made 
by the John B. Stetson Company to wartime 
advertising, forcibly bringing home the 
thought that loose talk can cost lives. 


ee ey ee IN YOUR SPRING DISPLAYS 
Baseball Week Contest 


"Sore than 80 in izes is brine oteret’—@ awith Fresh, Bright EATON Grass Mats” 


by The Sporting Goods Dealer, St. Louis, 
in its window display and newspaper adver- 
tising contests, to be held in conjunction 
with National Baseball Week, April 3-10. 














This ages event marks the silver anni- @ One of the simplest, surest, eye-catching ways to abd spring-time 

ee eee ly atmosphere to your displays is with Eaton Grass Mats! They look just 
Realizing the importance of sports in war- lik | “ch d ae So E J 

time, The Dealer decided to continue Na- me real new es and velvety. 20 Easy to use, and with almost 

tional Baseball Week with a $50 war bond | any type of merchandise. Eaton Grass Mats are expertly constructed, 

as first prize in the window display contest. power-dyed for lasting color, fire-proofed and mildew proofed. Can be 

Any retailer of sporting goods is eligible. re-used many, many times. Order NOW from your display jobber. 


The rules are simple, dealers being required 
only to use the words “National Baseball | * Tr: 
Week” in their displays, then sending photo- Fire-proofed FOR SAFETY 
graphs to the contest sponsor. 

J. A. Hybarger of Leonard’s Department 
Store, Forth Worth, Texas, won the display 
contest in 1942, while Quentin A. Maxeiner, & A T '@) N 8 R '@) T i) os R S C '@) R p 
Sessin’s, Alton, Ill., was similarly honored 4 


in the newspaper advertising competition. HAMBUR i NEW \aon'a 4 











It's A Daughter 
For The Goldberg's 

Phil Goldberg, Schack Artificial Flower 
Company, Chicago, is passing around extra- 
choice cigars these days in honor of a daugh- 
ter born on February 19. The baby, seven 
pounds, six ounces, crib-side, is the Gold- 
berg’s first child; she has been christened 
Nancy Jill. Mother and baby are reported 
doing splendidly. 





NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 
re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 








Riley Joins Up 


With Rosenbaum's ‘cease srangret HELMS CHEM 
formerly with Th einz Store and Sny- ——meorn~a~a a?" ICAL COMPANY 
: sella AN my tes i MERKLE-KORFF GEAR of oF 1014 N. Harlem Ave. River Forest, Ill. 


der’s Men’s Shops, Frank J. Riley is now 

connected with Rosenbaum’s, Elmira, N. Y., 219 NORTH MORGAN Sa ons ttm 
where he has charge of newspaper advertis- 
ing and display. 




















@ PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS @ 
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J.A.D. News... 








The International Association of Display 
is now celebrating forty-seven years of 
progress. Since its beginning back in 1896, 
as the National Association of Window 
Trimmers, it has rendered eventful service 
to the mercantile field and to the display 
profession. Its original purposes were four— 
first, to maintain a definite status for per- 
sons in display activity; second, through the 
interchange of ideas and collective action to 
strengthen their position; third, through the 
systematic distribution of educational infor- 
mation to increase the usefulness of the 
members ; fourth, to promote a more full and 
complete understanding of display problems 
everywhere. And today a fifth purpose is 
greater than all, namely, “An all-out for 
victory service to our country,” which the 
I. A. D. can and will render. 

So, briefly, let us amplify how the I. A. D. 
effects these purposes, and then summarize 
some of its more recent accomplishments. 

The association has from its inception 
been working solely for the interest and the 
welfare of displaymen and women. It has 
always maintained a very active national 
office, manned by men who have made the 
display profession their lifetime work. This 
office exhausts every resource adequately to 
gather all accurate and reliable information, 
and then record and disseminate it for the 
use and benefit of its members. The national 
office also conducts display research, and 
any data worth while is immediately given 
to the members. Much of this mass of infor- 
mation is given, not from the seller’s view- 
point, but from the buyer's, which certainly 
effects a closer relationship between the 
seller and the buyer and naturally their 
relations become more cordial. There is no 
way that this can be done better than 
through the medium of display. In other 
words, no member of the I. A. D. needs to 
be in the dark for the want of reliable and 
“up-to-the-minute” information. While a 
large membership is needed to effect the 
fullest organization and efficiency of any 
group, nevertheless, the growth of this asso- 
ciation has been just as dependent upon the 
quality of its men and women as upon the 
quantity. 

Competition today is very keen among 
displaymen—just as keen as in any highly 
specialized profession. How many times has 
one heard the expression from a customer, 
“I go to such and such a store because | 
can’t resist the manner in which they show 
their merchandise and glamourize their dis- 
plays.” The displayman who keeps abreast 
of the times knows this, and he is just as 
alert to his importance as is the merchandise 
manager, the buyer, or the advertising man- 
ager. Imagine then, the value of being a 
member of an organization, which aids so 
materially in the broadening of one’s knowl- 
edge of his own profession. 

Another purpose the I. A. D. has constant- 
ly tried to effect is civic-mindedness—and 


President 


especially is this true today when our nation- 
al unity is so essential. It is very hard for 
any individual to do anything alone for his 
city or community, but an organized body 
can participate to the very limit in any pro- 
motion. If your community or city is “on 
display” one most certainly wants to be a 
part of it. 

Another purpose is that of good fellowship 
and friendship. While this in itself is not 
the most important, yet to know personally 
and intimately your fellow displayman is 
certainly worth while. The most powerful 
personalities in the display world are active 
members of this organization. The social 
contacts are worth considerable, and some- 
times are invaluable to one’s progress. They 
will certainly obliterate any mistrust or false 
opinion one may have had of his colleagues. 

But probably the most definite purpose 
effected by the I. A. D. has been the acknowl- 
edgement by yourself of your profession. 
This is certainly essential for the highest 
type of recognition. No matter what one’s 
profession is, it certainly sustains his dignity 
to be a member of the organization repre- 
senting him. One would have little respect 
for a doctor or a lawyer who would not align 
himself in one way or another with fellow 
members of his profession. 


Right here it might be proper to list the 
Code of Ethics subscribed to by all I. A. D. 
members. Certainly those of our readers 
who have not read this Code will be inter- 
ested. 

1. To harbor in fellowship and under- 
standing, display people of established repu- 
tation and qualifications. 

2. To refuse to misrepresent merchandise 
and prices in any manner and to cooperate 
with all organizations for the maintenance 
of truth in advertising. 

3. To refrain from infringing upon the 
just rights of fellow display associates. 

4. To refrain from edging in on other 
members’ work without an opening having 
been provided by the officials of the concern 
by whom they are employed. 

5. To refrain from practices which are 
injurious to the firm for which one works. 

6. To refuse to deal with salesmen or 
firms that offer cuts on merchandise and not 
to accept a personal commission at the ex- 
pense of your employer. 

7. To refuse to accept personal gifts as 
an inducement to purchase equipment or 
other material for one’s firm. 

8. To ask and expect to receive a salary 
appropriate to the position one seeks. 

9. To remember that display is a profes- 
sion, not to be smudged by hasty, improper- 
ly executed work. 

10. To be proud of one’s work and those 
associated in display work. 

ll. To greet and treat every associate 
courteously at all times; to respect your 
associate’s presence and standing. 


By RAY W. PARKS MES TBE RRS IN 





12. To do everything possible to promote 
organization and elevate display’s standing. 


And now let us turn briefly to some of the 
more specific accomplishments of the I. A. D. 
in recent years. It must be pointed out, how- 
ever, right here that any of the great serv- 
ices the association has performed have not 
been confined to its members or to members 
of the display profession alone. Any mer- 
chant or anyone wanting to avail himself of 
data can do so. The I. A. D. has never been 
narrow or selfish in its services. 

The progress of any organization is, to a 
certain extent, judged by the total active 
membership. The I. A. D. is continuously 
after new members and especially so to add 
those localities that are not now represented. 
In the past four years the association has 
granted charters to local clubs in twelve 
new cities. The present idea in reducing the 
dues for the balance of 1943 from $5 to $1 is 
typical of the association’s desire to increase 
its membership to as large a figure as possi- 
ble. The idea behind this move is obviously 
the thought that the new members, realizing 
the service and organization value, will de- 
sire to continue on permanently as active 
members. 

In the past few years, the I. A. D. has 
definitely succeeded in putting display on a 
professional basis, and really elevating the 
standard of the profession as a whole. This 
is seen in the promotion and progress made 
by many of its members. The association 
grants a Certificate of Proficiency to any 
active member whose ability warrants it. 
This gives visible proof of his professional 
status. 

The association also sponsors the much 
publicized Annual Display Achievement con- 
test, wherein hundreds of displaymen vie 
with each other for the honor of being 
among the first ten. It should be said here 
that this contest is a “free for all,” and is 
not confined to the membership of the 
LAD, 

The association's Annual Conference and 
Exposition should be mentioned. This year 
the convention was to have been held in 
Chicago, but for the sake of economy and 
conservation the board of directors decided 
to abandon their plans for this year’s meet- 
ing. Nevertheless, as in the past, in the 
future after the war, this convention can and 
will be looked upon as a great accomplish- 
ment, for it brings together a large group 
of displaymen and women, producers and 
manufacturers of display materials to their 
mutual interest. 

The association has definitely gone into 
the educational field in our colleges and uni- 
versities. One of the basic subjects in all 
schools of retailing is “Display.” Many 
I. A. D. members are being used as teachers 
and lecturers on this vital subject. The im- 
portance of this can not be overlooked, for 
some of the coming leaders in merchandising 
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and retailing will come from these schools. 
In one New York City university eight 
the Extension School of Retailing. 

In November of last year the I. A. D. 
started the distribution of a monthly educa- 
tional pamphlet to its members. The response 
to this new feature was instantaneous, with 
the result that the national office was really 
swamped with requests from different mer- 
cantile organizations to receive this service. 


To date, five pamphlets have been distributed. | 


The first was on the subject of “Color,” by 
the Sherwin-Williams Company, Cleveland; 
the second, on mannequins, was 

“Mannequins from Common Clay,” 
American Fixture & Manufacturing 
pany, St. Louis; the third was entitled, “The 
War Time Care and Maintenance of the 
Store Lighting System,” by the General 
Electric Company, Cleveland; the fourth was 
“Display Cards—Their Value—The Impor- 
tance of Color,” by the Chicago Cardboard 
Company, Chicago, and lastly, “Signs and 
Cards, Well Printed,’ was by the Central 
Electrotype Company, Cleveland. It is most 
certainly the hope of the national office that 
these new features can be continued until 
every subject on modern display is adequate- 
ly covered. Certainly the mastery and under- 
standing of the subjects in these pamphlets 
will add greatly to the education of the men 
and women in our profession. 


Com- 


And now we come to a most vital subject: 
What can the I. A. D. in cooperation with 
the merchant and the Victory Display Com- 
mittee do to help the war effort more effec- 
tively? There is no question but that the 
windows of the merchants of America are 
the best medium for “putting over” vital 
governmental advertising. In 1942 most of 
the patriotic merchants pledged all of the 
window space they could possibly spare to 
our government for the duration of the war. 
The challenge was tully accepted and for 
several months everyone did a fine job. But 
as time went on, some grew complacent, and 
many merchants went back to their routine 
operating policy of merchandise windows 
only. The government is certainly justified 
in condemning the lack of interest and exe- 
cution of a pledged obligation. The I. 
certainly can and must help rectify this, and 
now for the first time in our history of forty- 
seven years the I. A. D. conducts an “All-out 
National Drive” to enlist every man and 
woman connected with display. This associa- 
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tion is definitely responsible for putting the | 


windows of America on a war basis again, 
and only by enrolling everyone in a consci- 
entious effort can we be successful. 
displayman and woman should 
firms they represent, if that firm has faltered, 
to use every advertising means it can spare 
to put over Victory messages to the com- 
munity. If the I. A. D. can help accomplish 
this with success, it will be the crowning 
achievement of many years of service and 
the organization's forty-seventh birthday will 
have been its best. 


Every 


In closing, again let us remind all of our 
readers in the display profession, who are 
not members of the I. A. D., that we are re- 
ducing the regular $5 membership to $1 for 
the entire year of 1943. No monthly dues, 
no assessments. Come, join us. 
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BRIFURIM 


Reg. App. For U. S. Pat. Off. 


FABRIFORMS are deeply embossed blocks of fabric 
which give the effect of the most skilled upholstery 
work. When placed together, they form beautiful, 
economical panels or valances. 


< 


yrs 


BLOCK FABRIFORMS — Two sizes: 
Four 8” blocks in a 17” square panel; 
Four 61” blocks in a 14” square 
panel. Beautifully embossed so that 
one block fits perfectly onto another. 
Also available as a Giant Block, one 
19” block comprising the entire form. 





Available in 6 fabrics in 10 colors 


Write for Miniature samples now! 


DAZIAN'’S. INC. 
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DRAPE FABRIFORMS —The Double- 


Drape is as illustrated. Also in 


Single-Drape in which one drape 
constitutes the entire form. Size: 
about 14” square. 


| 
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fst. 1842... Wow in our Second Century 


142 WEST 44th STREET, NEW YORK CITY 


CHICAGO: 222 N. MICHIGAN AVE. ° 


BOSTON: 260 TREMONT ST. °¢ 
731 SO. HOPE ST. ° 


PHILA.: 811 CHESTNUT ST. * 
ISS SSS SS SS 


LOS ANGELES: 
ST. LOUIS: 920 CENTURY BLDG. 












RIBBONS 
by 
TAFFEL 


Send for Free Booklet 
TAFFEL BROS., INC. 


95 Madison Ave., New York 






=ART SNOW 


A pure corn product. Manufactured 
especially for display purposes — soft, 
light, fluffy—also used in Hollywood 
studios. Non-perishable, non-inflammable, 
very realistic, inexpensive. 


Very practical for window or other 
display purposes. Samples and prices on 
request without obligation. 











. Dept. R-l 
Miller Cereal Mills o.:,1,,. Neb. 





Please Mention DISPLAY WORLD When Writing Advertisers » » 
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Display Merchandising ... 
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—This suspended cut-out design and tall 
cut-out panel are so arranged as to 
provide a novel unit for draping. Fab- 
rics are to be carried from the opening 
in the panel to the floor. Several group- 
ings of this kind can be used on the 
shelving above the yard goods depart- 
ment to give that section of the store 
more life. The same idea can be carried 
out in the windows— 




















—This self-selection idea is based ona simple 
shelving unit to be placed on any counter. 
Customers make their selection and hand it 
to the salesperson at the central opening. 
As sketched here, the unit is designed for 
the sale of potted plants, but practically 
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any line of merchandise can be featured 

such as art objects, books, slippers, kitchen 

ware, china and glass. Adequate signs 
must of course be used— 















































—The sketch portrays an especially built, permanent, self-selection unit 
adapted to the selling of small wares. This makes an especially good 
fixture for use in the notion or drug department. Provision has been 
made for a sign at the top, for step displayers that make the merchan- 
dise more easily seen, and for an apron of bins around the counter 
front. This is to be used before the store shelving, so that the sales- 
person has room behind the fixture to receive payment and wrap 
packages— 


—''New and novel’ describes this 
self displayer with a _ staggered 
frame. The simple frame is cut 


from wallboard, with the scroll de- 

sign painted on as shown. This same 

basic idea can be used with any 
style frame preferred— 





Be Nak hatin dancisbnchcd AO 





Sata ~<A 


Cee 


OSA ic 4s oss aa 


MARCH, 1943 


Back To Service 
For Stevenson 

I. K. Stevenson, a veteran of World War 
I and for many years a well-known display 
factor, is back in the service once more as 
a lieutenant, U. S. N. R. He writes: “My 
work is really very interesting. 1 am with 
the ‘Seabees,’ a new branch of thie navy that 
‘builds, maintains, and defends’ our advance 
bases. My headquarters are here in Wash- 
ington, D. C. (4127 Harrison street, N. W.), 
where I work with the assignment of per- 
sonnel to the battalions and their general 
formation. 

“Periodically I will make inspection trips 
to these bases, traveling by bomber. The 
trips will be from two to three weeks dura- 
tion and I will spend an equal amount of 
time here between trips, so by the time this 
thing is over I should see a little of the 
world. Naturally, I can’t discuss where these 
bases are, but I should have some interest- 
ing things to tell you when I get back to 


Cincinnati. In the meantime, keep the home 


fires burning so there will be something for 
me to come home to. Will vou see that I get 
DISPLAY WORLD so I can keep up with 
what is going on?” 

l. A. D. Definitely Decides 

"No Convention This Year" 

The 1943 convention of the International 
Association of Display, tentatively planned 
under the heading of “War Conference,” has 
been definitely shelved for this year. Copies 
of the proposed plan—which included a four- 
day meeting at which no exhibit space would 
be sold as in the past—were sent to the 
Office of War Information, the Treasury De- 
partment, and the Office of Defense Trans- 
portation for their comments. In reply, the 
three agencies came out very much in op- 
position to such a meeting being held “in 
any section of the country” and commented 
that such a program offers the government 
no specific aid in winning the war. 

The comments of the three agencies were 
passed on to the board of directors of the 
I. A. D., with the result that the majority 
voted to cancel the conference for this year. 


Milwaukee Club 
Forms Auxiliary 

The Milwaukee Display Club is sponsoring 
a Women’s Auxiliary, for which the follow- 
ing officers have been elected: President, 
Jeannette Paskil, The Boston Store: vice 
president, Betty Godynski, Smartwear; sec- 
retary, Dell Ott, The Boston Store; treas- 
urer, Caroline Philipek, Gimbel’s. 

The February meeting of the Milwaukee 
Display Club was held at the Athletic Club, 
at which time arrangements were made for 
correspondence with former members now in 
service; such members are being kept on 
the club roster as in good standing. 


Officer's Training 
For "Skeets" Guinn 

For several years with Reflector Hardware 
Corporation, Chicago, H. F. “Skeets” Guinn 
has been accepted by the officers’ training 
livision of the United States Army and is 
now in service. 
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THEATRE 


There are new faces and new decor ideas, 


too, in one of Broadway’s newest musical 
revues as “New Faces of 1943” arrives on 
the scene. The gay curtain admirably car- 
ries out the theme, which is to say that the 
clever young people in this show are new to 
Broadway. This distinction is necessary 
since this is not the first time that Leonard 
Sillman, the producer, has brought new 
faces to New York. He was the producer 
who first introduced Tyrone Power, Henry 
Fonda, Gypsy Rose Lee, and Imogene Coca 
to the public. The curtain is of a glimmer- 
ing green with the conventional theatre 
masks enlarged on either side to make a de- 
sign. But the masks are transformed into 
a flesh-colored fashion face with a swirled- 
up hairdo and a half-masque of gold. A 
black satin pump with a flowing bow and a 
pair of dice complete the design painted on 
the curtain. 

There is one main set, designed, as was 
the curtain, by Edward Gilbert. It allows for 
the use of spot and blackout technique which 
has been developed in “New Faces” so care- 
fully that it actually seems to point up the 
gags. The setting consists of a semi-circle of 
what are on one side continuous green con- 
vex screens, and on the other concave arches 
supporting little pink seats. On each seat 
(and there is one for each of the fifteen 


members of the cast), sits a boy or girl 
framed against the black back of the screen. 
During the entire revue there is much turn- 
ing about of the chairs up to the finale, 
called “Musical Chairs,” where the players 
scramble for the diminishing chairs and take 
their final bow as they are left without one. 

An entirely different sort of presentation 
is “Counterattack,” the stirring play about 
the Red army that the critics have called a 
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“melodrama.” Excitingly staged by Margaret 
Webster, it is based on a Russian play by 
Ilya Vershinin and adapted by Janet and 
Philip Stevenson. It tells a heart-warming 
story of two brave and determined Russian 
soldiers who are left in charge of a group 
of seven Nazi prisoners and a Nazi nurse in 
the cellar of an old house in an abandoned 
village on the Eastern front. A bomb 
dropped from a plane closes the only exit, a 
doorway, and the group is left completely cut 


bi 


off from the outer world. As the play de- 
velops the Red army men, brilliantly played 
by Morris Carnovsky and Sam Wanamaker, 
not only win over one Nazi, a former trade 
unionist and miner, and the nurse, but also 
through their actions expose the trickery and 
lack of principle that substitute for Nazi 
character. The scenic excitement lies in the 
change that occurs when the bomb drops. A 
mass of rubble and a heavy beam fall across 
the steps, this happening as the lights go out. 
John Root, the designer, has made this action 
possible by having two entirely different 
parts of the set which are changed under 
the cover of the confusion and darkness 
when the bomb falls, 


ON EXHIBITION 


At the Museum of Modern Art is an exhi- 
bition, “Americana 1943: Realists and Magic 
Realists” which illustrates a trend in Amer- 
ican art that may well have profound reper- 
cussions in display. Dorothy C. Miller, asso- 
ciate curator of painting and_ sculpture, 
writes that “The subject, ‘Realists and 
Magic Realists,’ was chosen to demonstrate 
a widespread but not yet generally recog- 
nized trend in contemporary American art. 
This trend has appeared not as a concerted 
movement but spontaneously in many parts 
of the country and among many different 
types of artists. The exhibition does not 
begin to cover all the varieties of painting 
which might be described by the term, real- 


—These three photographs are of paintings by 
American artists—part of a current exhibit at 
the Museum of Modern Art, New York City. 
The technique employed here is known as 
"magic realism." At the top of the page is 
"The Persistent Sea," By Louis Guglielmi; cen- 
ter, another painting by Guglielmi, titled 
"Terror in Brooklyn." .. . John Atherton paint- 
ed the oil immediately opposite, calling it 
"The Mirage'"— 
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—One of the seven immense murals by Do- 

menico Mortellito for the B. Altman Company, 

New York City. The murals were done in 
machine paint on plywood panels— 


ism. It is limited, in the main, to pictures of 
sharp focus and _ precise representation, 


whether the subject has been observed in the | 


outer world—realism—or contrived by the 
imagination—magic realism. Magic realism 
has been defined by Alfred H. Barr, Jr., as 
‘a term sometimes applied to the work of 
painters who by means of an exact realistic 
technique try to make plausible and convinc- 
ing their improbable, dreamlike, or fantastic 
visions’.” 

A typical example of magic realism is the 
painting called “The Persistent Sea” by 
Louis Guglielmi. It shows one end of a 
typical New England living room with door 
opening into a carpeted hall from which the 


| 


| 
| 
| 


stairs rise. The sea has encroached upon | 


this house and eaten away part of the hall, 
part of the living room floor, part of the 
walls and ceiling; sand with little tufts of 
beach grass extend into the room and a 
sailboat is beached where sand meets sea. 
The sea is not painted as flood water, and 
the room and stairs, although partly eaten 
away by the sea and engulfed by sand, still 
maintain their New England neatness. 
There are forty-three artists represented 
in the exhibition, including Peter Blumo, 
Ivan Le Lorrain Albright, Patsy Sante, Paul 


Cadmus, and Lois Lozewick. The type of | 
painting which they represent here stems | 


historically from the painting of the Van 
Eycks, and the magic realists like Jerome 
Bosch. 

An exhibition designed to encourage and 
broaden the use of the various arts and 
crafts in the therapeutic work among dis- 
abled and convalescent members of the 
armed forces is also current at the Museum 
of Modern Art. More than a hundred items 
in the various crafts such as weaving, wood 
working, paper construction, metal work, 
and pottery, are shown. Alexander Calder 
has created two dozen or more gay and 
fantastic toys made in the simplest fashion 
of cigar boxes, paper match books, scraps 
of tin, leather, old piano wire, yarn, thread, 
and bits of wood. He has used this “waste- 
basket media” in such fantastic and comical 


Ways that a soldier or sailor would have to | 


[Continued on page 34] 
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Presenting... AMERICA’S MOST DISTINGUISHED 


DISPLAY UNIT 


* 
AMERICAN 


VALOR 


DISPLAY 














TWO SIZES... 


V-1—Giant, spectacular! Six feet 
long, 40 in. high, 26 in. deep. Price 
$43.50 each, express prepaid. 
V-2—-Same design 44 in. wide, 25 
in. high, 19 in. deep. $29.00 each. 
Express prepaid to your door. 


Packed in special shipping cases. 
ntire unit easily assembled. 
Ent t 1 bled 





Shows all current U. S. Valor, Service and 
Merit Ribbons . . . including new African- 
European and Pacific-Asiatic issues. Millions 
want to know their meaning. PROVED a 
top crowd-stopper by retailers, airlines, de- 
partment stores, railroads and others 

alone or with merchandise. Be among the 
first to use this dynamic display . . . worthy 
of best windows or interiors. Three-dimen- 
sional . . . full-color on heavy mat board. 


ORIGINATED AND FULLY PROTECTED BY 


MERCHANDISING FACTORS, Inc. 


300 MONTGOMERY ST., SAN FRANCISCO 


SALES AGENTS AND DISTRIBUTORS WANTED FOR EXCLUSIVE STATE FRANCHISES 
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Title Registered U. S. Patent Office 


Combined with 


MERCHANTS RECORD AND SHOW WINDOW 


Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY 


Oh 


Cincinnati 


H. C. MENEFEE, President 
NATHAN SILVERBLATT, S 
R. C. KASH, Edit 





OUR PLATFORM 

1. The Promotion of Display. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 
Practical Service to the Display Profession 
and Industry. 

5. Greater Appreciation of Display's Power in 
Merchandising. 

6. Absolute Independence of Our Editorial 
Columns. 
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Advertising Space Rationing 
May Give Boost To Display 


The war has brought many new problems 
to many companies, but one of the most pe- 
culiar now confronting national advertisers 
is that although they have appropriated 
money for campaigns in consumer publica- 
tions, those publications may not have the 
space to sell them. 

This of course is due to the government's 
order to publishers to cut down on the 
amount of paper used. Some are refusing to 
accept advertising from firms which have not 
been steady customers in the past. Others 
are taking the opposite viewpoint .. . that 
every effort should be exerted to provide 
publication space for anyone who wants it. 

But whatever the large publications do 
‘about the dilemma, the fact remains that 
many firms will not be able to purchase ad- 
vertising space as they would like, or as they 
have done in the past. Consequently it is 
probable that some of them will turn to 
other media. Radio, for one, is seen as prof- 
iting from the paper situation. Another pos- 
sibility is display, keeping the name before 
the public and reaching the customer at 
the point-of-sale. It would not be surpris- 
ing, under the circumstances, to see more 
and more large firms diverting to display a 
considerable portion of the money they are 
now unable to spend on regular space cam- 
paigns ... always providing, however, that 
paper and pulp for point-of-sale displays are 
not restricted, also. 


Displaymen Must Look 
To The Future 


Today, more than ever before, display- 
men must anticipate their future require- 
ments in materials of all kinds. Commercial 
transportation facilities are rapidly growing 
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less as the war progresses. There are labor 
shortages in many plants turning out display 
material, and most plants are producing as 
much or more war material than for display. 
There is an actual scarcity of a number of 
raw materials used for display purposes. A 
number of display companies are even now 
behind on their production—particularly in 
the mannequin field. 

All this adds up to just one thing: display- 
men must figure their needs months ahead 
of their usual schedule and be governed ac- 
cordingly. 

So much for the immediate future. The 
more distant days after the war should not 
be neglected in display planning, for they 
will probably usher in a vastly different mar- 
keting picture. Much of this will be due 
to airplane travel on an unprecedented scale. 
The thousands of pilots being turned out un- 
der government training are not going to be 
content to go back to the automobile when 
they are released from service. It is equally 
unlikely that all our immense plane factories 
will be plowed under and forgotten. 

Production line methods mean plenty of 
low-cost planes, planes that are easy to fly 
and as fool-proof as our modern cars. A hint 
of things to come is seen in the recent pub- 
lication advertising showing such scenes as 
the elderly couple flying blissfully along in 
their cabin-plane, or the Texan and_ his 
daughter on their way to an appointment 
that same day in Chicago. It seems a safe 
prediction that the era after the war will 
see family planes of all descriptions, a great 
upsurge in the building of airports, a nation- 
al air-consciousness that may be the most 
significant feature of this country for the 
next quarter-century. 

This means that people in the normal 
train and automobile shopping area of a 
city will no longer feel that they have the 
shops and stores of just the one community 
in which to do their buying. With family air 
travel so convenient and pleasurable and 
safe, it will be just as easy for them to fly 
the extra hundred or two hundred miles to 
another city to make their purchases. Hence 
still better displays and merchandising will 
be needed in the air era. The store’s scope 
of customers will be greatly widened, but 
so will its competition. A store will still 
be competing with its local competitors, but 
also with firms in other cities within a 500 
mile radius. 

Forward-looking displaymen might well 
give occasional thought to the problems such 
a situation will bring with it. 


Good Reasons To Continue Display 
For Off-The-Market Items 

The restriction of merchandise in some 
lines has brought with it a decline in the use 
of display by certain firms. In an attempt 
to find bona fide reasons why such firms 
should continue their usual use of display 
even though their merchandise may be off 
the market, the Point of Purchase Advertis- 
ing Institute, Inc., New York City, recently 
surveyed more than 100 advertising, sales, 
and promotion managers, trade paper edi- 
tors, trade associations, executives and chain 
and independent store merchandising spe- 
cialists. The most common reasons found 
were: 
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“Preservation of brand name. Most com- 
panies made the point that while the brunt 
of this job was placed upon media, display 
was also used because it served as a remind- 
er at the place at which the customer habitu- 
ally bought the product and was accustomed 
to seeing it. 

“Institutional advertising, with the same 
special use of display noted. 

“Tie-in brand and company name with pa- 
triotic themes, to inform the public that the 
company is helping do a war-time job, and to 
be of actual service in supporting govern- 
ment appeals, programs, etc. 

“Supplement the services of inexperienced 
clerks in explaining the shortage or absence 
of merchandise, pledge to return after the 
war, etc. 

“Continue tie-up of brand name with lead- 
ing, prestige outlets. 

“Dealer good-will. Some advertisers com- 
mented that many dealers expressed resent- 
ment when displays were stopped, stating 
that they wanted to continue identification 
of the outlet with the merchandise even 
though it was unavailable. 

“Also in the good-will department, the use 
of display to suggest other, usually related, 
items available and on sale in the store, with 
only minor position and space devoted to 
brand name or the company producing the 
piece. 

“Information on substitute items or 
changes in ingredients, labelling, and pack- 
aging. 

“Preliminary promotion of new synthetics. 

“Maintenance of familiarity with product 
and firm among store personnel. Thousands 
of clerks, store managers, and owners are 
going into government services or war sup- 
ply work, with new, green help taking over. 
Also many of the former store personnel 
will not return to their original work and 
advertisers feel that display distribution will 
help to avoid the introduction and ground- 
breaking with new personnel later on. 

“To safeguard the favorable locations in 
the store until after the war when competi- 
tion of new products merchandised on a vast 
scale will make space at a greater premium 
than ever.” 





"Wings For Victory" 
Worthwhile Idea 

The famous “V_ tor Victory” campaign 
originated in England and now known all 
over the world is now to be supplemented by 
a new program under the title of “Wings 
for Victory.” 

Also having its inception in England, 
“Wings for Victory” is getting an excellent 
play in that country in window displays and 
other forms of advertising. It is a subject 
that lends itself very readily to dramatic 
display, and can be handled with such little 
props as winged “V”’s or with elaborate 
ones such as the well-known “Winged Vic- 
tory” statue. 

The idea of course has several implica- 
tions: speedy termination of the war by an 
overwhelming attack on the enemy, the 
speeding up of the war effort, the produc- 
tion of more and more planes—practically 
anything implying victory and swiftness can 
be covered by the program. 

It will be interesting to see what American 
displaymen can do with “Wings for Victory.” 
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YOUR WINDOWS HELP aa 
Gum YOUR GOVERNMENT 


PLAN YOUR 


| VICTORY 
GARDEN 


Help keep the nation healthy, strong 
and fighting by promoting Victory Gar- 
dens in your city. We've put pep and 
ingenuity into these lively original Adler- 
Jones "Display Firsts." 


Write for Order for 
Circular April Delivery 


5 VITAL ITEMS 
eVG102 Wood Figures—26 and 30 in. high ea. $6.75 
eVGI101 Banner—6 in. by 9 ft. ea. 1.00 
eVegetables—9 and 12 in. long Set of 9 6.75 ya 
eWheelbarrow—8 by 10 by 33 in. long ea. 1.75 
eGrass Mat—3 by 6 ft. ea. 4.50 521 S. WABASH 


AVENUE - CHICAGO 








| IT'S SPRING IN NEW YORK 
Have You \" [Continued from page 9] 
Met Our SISTERS?” each adopting a different style for wearing 
e the scarf with her yellow patterned suit—all 
F completed with lisle hose and brown shoes. 
Highly springlike and ingenious were five 
windows at Franklin Simon's where Display 
Director James Gosling presented “Spring 
Craze in Grays.” A frame of stiffened white 
net was carried just back of the window 
glass. An opening following curved lines 
gave a view of a portrait of two manne- 
quins posed in a garden of white flowers. 
Two gray-finished watering pots were sus- 
pended in the upper left corner of the open- 
ing, their sprouts directed at the white fab- 
ric tulips which were planted among the 
pebbles on the center area of the floor of 
the window. The watering cans were not 
only filled with large daisies but also had 
the rims finished with white ruching. Stream- 
ers of white eyelet lace carried from the 
spout to the fabric flowers suggested a 
steady stream of sprinkling water. Garden 
tools, flower baskets and flower pots, all 
painted white, were trimmed with white 
ruching, daisies and white net ruffles, this 
They’‘re just right for your foreground grouping forming the  back- 
Spring ‘teen ag? garment dis- ground for a selection ot accessories. A 
Figures —_. Like all sige rd band of gray composition board which out- 
Rese Howl = = i a pe lined the opening in the frame was edged 
with double rows of the white ruching. The 


DISPLAY MANNEQUIN, Inc. semi-circular backwall and floor of the win- 


257 WEST 17th STREET NEW YORK dow were finished in gray in a shade lighter 

| CHICAGO: Smiley & Co., 234 S. Franklin St. than the gray suits worn by the mannequins, 
MILWAUKEE: Midwest Manniquin Displays, whose costumes were completed with white 
seourrmenis icetees Paachon Tite, hats and gloves and a choice of either red 
460 St. Catherine St., West or black for handbags and shoes. 








Here’s an inexpensive substitute for real 
leatherettes. Embossing and high lighting 
give CRUSH GRAIN the beautiful appear- 
ance and surface characteristics of fine 
Spanish leather. Developed on a rugged, 
resilient paper with washable surface in 
the following Spring and Summer Styled-to- 
Fashion colors: Rose Pink, Light Green, Sky 
Blue, Light Tan, Cream and Spanish Yellow. 
1 to 12 rolls, $1.95 per roll. Metallic and 
Dark Colors: Maroon, Xmas Blue, Xmas 
Red, Xmas Green, Gold, Silver and Copper. 
1 to 12 rolls, $2.25 per roll. ROLL SIZE, 
48” wide y 25’ long. Sample Folder on 


Request. 
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NEW CATALOG READY 
Write for your copy. 


BULKLEY, DUNTON & CO. 


Display Papers Division 


NEW YORK-—-295 Madison Ave. 
CHICAGO—2635 South Wabash 








30 








With one-fourth of our income tax in the 
government mail bag, perhaps it would be 
safe to mention a good way to spend that 
dollar we had left. One of the biggest bar- 
gains ever offered any displayman or woman 
is Ray Parks’ announcement that for the re- 
maining months of 1943 a full membership in 
the I. A. D. is yours for $1 only. For over 
forty-seven years the I. A. D. has struggled 
on. Promoting the profession that gives you 
a living has always been its first goal. What 
have you given the I. A. D. in your years in 
display? Yes, I know a small percentage of 
the display field has been loyal and given 
its full support to the national association, 
and if you are one of these noble souls, this 
is not meant for you. 

I am writing this to the great majority of 
the display profession who have let the I. A 

). down, both mentally and financially. Not 
only let it down, but kicked it around with 
such juvenile questions as: “What do I get 
out of it?” “Join the I. A. D? For what?” 
“Do I look crazy, paying five dollars for 
nothing?” “The dues are too high!” Phrases 
or wise-cracks such as the above never build 
a strong unity of purpose from whence great 
accomplishments are obtained. This lack of 
interest in wanting to help build up a 
strong national organization of display is 
one of the problems often discussed, but 
never solved. A few have carried the load 
there have never been more than a few hun- 
dred members on the yearly list in nearly 
half a century of organization. The manu- 
facturers of display have contributed gen- 
erously, which in turn has kept the I. A. D. 
in operation. It is really pitiful to think 
that men and women so linked together in 
their life's work fail in supporting their 
own organization. 

The I. A. D. has made mistakes and the 
writer has recorded some of them here for 
you to pass judgment upon. 
mistakes should be forgiven rather than 
harbored in our minds over the years. It 


However, these 


has always been a human organization run 
by human beings who have tried to do their 
best. Perfection is one of those displays we 
are always planning to put in tomorrow. You 
and I have never quite reached it, nor has 
any organization. Condemning the I.A.D. 
for past mistakes is only delaying your suc- 
cess, and the success of your profession. 
Surely, under the leadership of Ray Parks 
and an active board of directors many 
worthy accomplishments have been made 
under the strain of war conditions. Many 


more are forthcoming because Ray hails 
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Think this over 


BY FRANK G. BINGHAM = 





from New England and the test of character 
in those hills is: “Does he wear well?” He, 
like many presidents before him, lacks only 
one thing: your support. 


If you are willing to think of today and 
the future of your display profession, as in- 
telligent men and women, I would like to 
ask you this $64 question: “Can you give me 
one good reason why you shouldn't send in 


TRADE PERSONALITIES wo. 
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$1 for a membership in the I. A. D. and 
receive all the benefits of the organization 
for 19432” Surely, the threadbare alibi of 
“too high” does not hold water anymore. 


The question you are now asking is: 
“What benefits does he mean?” First, a 
membership card that proves you are a part 
of a national group of men and women who 
believe in the work they are doing by sup- 
porting it individually, so it can advance 
collectively for the good of all. Second, you 
receive a copy every month of the I. A. D. 
bulletin. Third, educational bulletins, all 
on vital subjects that help you to learn more 
about your work and increase your knowl- 
edge of the job, are sent out frequently. 
Fourth, a link of friendship through asso- 
ciation with others that will mean a great 
deal to you, locally as well as nationally, 
in the display field. I could list more, but 
on these four I will rest my case. Cheating 
yourself is often times easier than cheat- 
ing others. You be the judge and jury and 
bring in your verdict. Guilty or not guilty, 
the fine will still only be one dollar. 























IAS TECHNICAL DIRECTOR FOR JESSIE BONSTELIG STOCK 

COMPANIES IN BUFFALO— DETROIT— NEW YORK ANO PROVIDENCE. 
WE \S NOW ENGAGED IN DEVELOPING ANO MANUFACTURING “VISUAL 
“TRAINING DEVICES” FoR THE WAR DEPARTMENT AND THE U. S. NAVY. 
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BLISS DISPLAYS 
NEW YORK ciTy 


L WAS BORN OF THEATRICAL 

PARENTS... WIS FATHERS 
FAMILY SETTLED IN NEW BEDFORD 

IN 1628 AND His MOTHERS FAMILY 
SETTLED IN CAPE COD IN 1632 
WE WAS A CHILD ACTOR AT EIGHT 
YEARS OF AGE (MEDIOCRE 
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Polish War Exhibit Available | 


atten Gaon The pIspLAY MATERIAL 


“Poland Fights On,” the official war ex- | 

hibit of the Polish government in London, | THAT has not GONE TO WAR 
will be shown exclusively in department | 
stores, it has been announced by the Polish | - 
Information Center. Publicity Features, Inc., ‘ 
11 West 42nd street, New York City, has 
been named official representatives to ar- 
range the itinerary and all details pertaining 
to the tour. 

Originally shown at the New York 
Museum of Science and Industry, “Poland 
Fights On” incorporates all the newest dis- 
play devices and techniques, developed by a 
board of Polish interior architects and artists 
in conjunction with display and exhibit per- 
sonnel of the Museum of Science and Indus- 
try. Tables with scroll tops, which repre- 
sent radical departures from the convention- 
i al type, are utilized with telling effect 
throughout the display. Symbolic swords, | 
i each 10 feet high and upon which are perched 
; monumental Polish eagles, set off the exhibit 
on all four sides. 

Although more than a pictorial record of | 
Poland’s struggle against the Nazi aggres- 
sors, the exhibit contains thirty-six mammoth 
war photo-murals, attractively mounted on 
a panels which tell a dramatic tale of the de- 
os struction of Poland. Included in the exhibit 
are scores of battle flags, uniforms, native 
costumes, world maps, dioramas, war mate- 


rial, statuary, caricatures, and war posters. 

Prominent Polish diplomatic and military WRITE TODAY FOR The Art Products Co. 
officials will be present at the opening of DESCRIPTIVE LITERATURE ° 
each exhibit, it was made known by Irwin LAFAYETTE BLDG., DETROIT, MICH. 

\. Shane, general manager of Publicity Fea- 
tures, who also announced that the exhibit 
will be scheduled for a total of forty stores | * *” 


GLASS 
BLOCK 
Merchandise 

DISPLAYERS 





Now available for window 
and interior displays. 





Permit wide range of dis- 
play arrangements. 


High lustre for unlimited 
color and lighting effects. 


Available for immediate de- 
livery at moderate prices. 









































throughout the country. For the stores who | 
qualify, the exhibit will be leased without 
charge. Department stores interested in se- P 
curing this traveling display may arrange 0 uv 
for bookings by writing directly to Publicity 
Features, Ine. P52-AMERICAN FLAG DESIGN REYTRIM 
=_ ~. eee ee oe a————————eESEEEEE———— OO ITTETITITOTITHT 
Ideas Offered Hh I 
In Sherman Guide wet 
A generous series of ideas is featured in ' 
the new “Display Guide” which has just been 
published by Sherman Paper Products Cor- 
poration, Newton Upper Falls, Mass. The Th 
double-feature guide emphasizes the need 
for simpler displays that are easier to 
install, the greater majority of ideas present- 
ing suggestions that can quickly provide at- 
tractive, new effects in window and _ inte- 
rior displays. Copies are available without 
cost. 

—* eee | 
ti Reduced Rate Announced We | 
iF For |. A. D. Memberships 

The board of directors of the International 

\ssociation of Display, with headquarters 
; at 855 Elm Street, Manchester, N. H., has 
s decided to reduce the $5 annual membership 
E fee to $1 for the balance of 1943. The plan 
: went into effect on March 1. Full details can HH 

be obtained from the address given above. : , 

ne Ser eee SIZE: 40 IN. WIDE, THREE FULL FLAGS TO ROLL 
— EACH FLAG IN THIS CONTINUOUS ROLL MEASURES 23x36 INS. EXTREMELY 

McWilliams Takes Over EFFECTIVE PANELS MAY BE CUT FROM THE ROLL IF DESIRED. BRILLIANT 
: For The Vogue RED, DEEP BLUE AND LIGHT BLUE ON WHITE PER ROLL $2.85 
4 Hugh C. McWilliams on March 1 became THE REYBURN MFG. CO., INC., PHILADELPHIA, PA. 

lisplay manager for The Vogue, San An- SHOWROOMS: NEW YORK AND CHICAGO. BUY FROM YOUR WHOLESALER. 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS == 





"Tighten Your Belt, Amer- 
ical""—so says the new dis- 
play just issued by Hickok. 
Symbolical of the will to win, 
the display has for back- 
ground a_ circular _ shield 
bearing reproductions of the 
American eagle, war planes, 
and battle craft. Two actual 
belts are displayed at the 
base. The unit was designed 
and produced by W. L. 
Stensgaard & Associates, 
Inc., Chicago and New 
York— 


rth y ‘3 =—A handsome six-color dis- 
play, 30 by 40 inches, die- 
cut to special shape and 
three-dimensional, is being 
furnished retailers by The 
American Weekly as part of 
a broad campaign to help 
stores sell and promote to 
the "Fighters on the Pro- 
duction Front." The display 
is imprinted with the indi- 
vidual dealer's name and 
bears a pledge of coopera- 
tion— 


—The stocking collector as 
pictured has been distrib- 
uted to Lerner Shops 
throughout the country to 
assist in the drive for old 
stockings to be converted 
into powder bags. It was de- 
signed by Alfons Bach— 


—'Ten High Rescues any 
Party" is the theme of Hiram 
Walker's new display. It 
shows a St. Bernard dog 
carrying a quart of "Ten 
High" in his mouth and com- 
ing to the rescue of a skier 
in a snowdrift. Skis made 
of cardboard _ protrude 
through the background to 
add a novel touch to the 
whole effect— 


—lIn this interesting counter 

display for Upjohn "Unicap" 

vitamins, third dimensional 

construction is employed 

s most effectively to provide 
monte A ' a stage setting for drama- 
tizing the product packages 

and the “One capsule a 

day" story. The size of the 

display permits it to tell a 

potent sales story right out 

on the counter. Created 

and lithographed in full 

color by Forbes Lithograph 

Company, Boston— 
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Interest in the sensational 
line of TIMBERTONE 
Paper Veneers is sweeping 
the country. Important 
stores from coast-to-coast 
report successful promo- 
tions in which TIMBER- 
TONE played a prominent 
part. MAHARAM is proud 
to offer TIMBERTONE in 
Wood Grain, Brick, Stone 
& Grass, Brick & Grass 
and Petaltone finishes in 
a variety of colors to fill 
every display need. 


* 
Ready Now! 














2. 
MAHARAM NEW MAHARAM 
CAN FILL DISPLAY GUIDE 
EVERY 16 Pages of interest to 
DISPLAY every display man. Write 
NEED for your free copy. 
* * 


By ' 
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CORPORATION. 





Complete Line of Display Fabrics & Accessories 


NEW YORK — 130 WEST 46th STREET 


Los Angeles 
819 Santee St. 


Chicago St. Louis 
6 E. Lake St. 915 Olive St. 








GOOD OPPORTUNITY 
For High Class Salesman! 


Our representative for the States of: 
Indiana, Kentucky, Michigan, Ohio, New 
York (except New York City), and Penn- 
sylvania, has been drafted into the Army. 
now to new 


We are ready engage a 


salesman to call on display departments 


of department stores, chain stores, and 
specialty shops in the above named 
states. Commission basis. 


Allied Display Materials, Inc. 


65 Madison Ave., New York City 











THAYER & CHANDLER AIRBRUSH 


® / 
for the particular artis 


J Tor Catalog $2 


THAYER & CHANDLER 
910 W.VAN BUREN ST., CHICAGO.ILL 








For Victory 


Buy U. S. War 
STAMPS and BONDS 
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Former Displayman Receives 


| Air Medal and Purple Heart 


Staff Sergeant George Williams, formerly 
display manager for Flah & Co., Albany, has 
returned to the United States after six 
months spent overseas on active duty, and 
is now at the Holloran General hospital, 
Staten Island, N. Y., recuperating from 


wounds. 





—Sgt. George Williams, who has been 
awarded two decorations. He was former- 
ly with Flah & Co., Albany— 


A tail gunner in a Flying Fortress, Wil- 
liams had been on four missions over France 
up to the time he was wounded in the right 
arm and side over Lille on October 9, 1942. 
He has been awarded the Order of the 
Purple Heart for wounds received in action, 
and the Air Medal for shooting down two 
enemy planes after being wounded. 

“It happened on the way back,” accord- 
ing to Williams. “We had gained our ob- 
jective and dropped our bombs when we ran 
smack into about fifty Nazi Focke-Wulf 
190’s. As tail gunner, I was pretty busy 
trying to fight them off when I got it from 
an enemy shell that exploded near my thigh. 
was worry about 
being hit. Anyway, I had the good fortune 
to get two of the enemy fighters. One of 
the planes blew up and I saw the other go 
down in flames. Our ship was pretty well 
full of holes from the experience, but we 
made our base, even though it was a crash 
landing. I was the only one wounded.” 

Describing his sensations on his first 
combat trip, Williams said: “The first com- 
bat flight is just like any other trip. The 
black puffs of anti-aircraft fire look harm- 
less. You do get kind of keyed up but in 
actual combat you have too much to do to 
get frightened. The sensation when wound- 
ed? You just feel numb. About that 
wound: I lost three pints of blood and the 
Red Cross blood bank sure helped me out.” 

Williams carries his right arm in a steel 
support, since it is partly paralyzed; he has 
motion in his left arm but no lifting power. 
In spite of all this, he is anxious to get back 


I guess | too busy to 


into action once more. 















Best Grade American Made 


Raffia Grass Mats 





52 ROW CLOSELY SPACED RAFFIA MAT 
No. X-397—Raffia Grass Mat. Size 3 ft. x 6 ft 


) 


Made with 52 spaced rows of trimmed, 
short blades firmly sewed to a base of heavy green 


closely 


burlap. Closely resembles a new 
mown lawn or golf green 3.75 
Each 


A NEW 68 ROW VERY CLOSELY SPACED 
RAFFIA GRASS MAT 
No. X-331—Raffia Grass Mat. 44 in. x 6 ft 


Made with 68 very closely spaced rows of trimmed, 


very short, grass blades Really 
Lm De Luxe Grass Mat. 4.00 
“ach 

32 ROW RAFFIA GRASS MAT 
No. X-398—Raffia Grass Mat. Size 3 x 6 ft A 


real quality mat made with 32 rows of longer green 
grass blades firmly sewed to a base of heavy green 


burlap. Dyed with a true green, $3 50 


fast to light color, 
IN STOCK FOR IMMEDIATE DELIVERY 


size 


resembling 


Each 


Nature’s own grass 


America's Largest Stock of 
Spring Flowers and Decoratives 


Ask for Catalog No. 163 


GARRISON-WAGNER CO, 


1629 Locust Street ST. LOUIS, MO. 
AAA MBTO TSE MMR 











THE PLAY WORLD 

[Continued from page 27] 
be very much disabled indeed not to laugh 
at first sight and then demand that the 
wastebasket be emptied on his bed to furnish 
him with similar materials for comic crea- 
tions of his own. Among the other contribu- 
tions to the exhibit which have artistic as 
well as therapeutic merit is the decorative 
plate by William Gropper and gay tiles by 
Carol Janeway. Blown up photographs from 
the British Information Service show very 
realistically the value of therapeutic work 
being done now at an English base hospital 
in the Middle East. 

At the Museum of Costume Art, 630 Fifth 
avenue, an exhibition of eighty masks from 
the collection of Kenneth MacGowan, an as- 
with 20th Century-Fox, 
shows examples from the cultures dating 
from the pre-conquest Aztec and Chimu to 


sociate producer 


the present as arranged by the scenic de- 
signer, Lee Simonson, against dramatic back- 
grounds which use ceremonial objects loaned 
by various natural history and_ historical 
museums. The masks show that despite the 
more and more stringent rulings restricting 
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H. D. Peake, Ann Lewis', brought spring to the attention of Baltimore shoppers with displays 
featuring paper sculpture, as pictured. ... (Photograph by courtesy of RIP Studio, New York)— 





colors, fashion for the duration may yet have 
a cheerful outlook. For here are earth and 
plant colors in browns, off-white, earth reds, 
blues and with skillfully 


yellows, greens, 


By TONY BRINKER 





ORN IN NOVI SAD, 
GOSLAVIA, WWKE 
BECAME INTERESTED - 
IN DISPLAY WHILE STILL IN HIS TEENS... HE WORKED 





IN A LARGE BUDAPEST STORE AND SUBSEQUENTLY WENT 
YO VIENNA AND ATTENDED SPECIAL COURSES IN WINDOW 
AND INTERIOR STORE DISPLAY. IN 1930 HE CAME To THE 
UNITED STATES AND SIX MONTHS LATER OBTAINED A POSITION 
WITH GIMBEL'S, WHERE HE STILL 1S EMPLOYED... FouR 
YEARS AGO HE BECAME ASSISTANT DISPLA) MANAGE R_ 
AND WN SEPTEMBER|S4 , HE BECAME DISPLAY DIRECTOR, 
pment ce Srapy Ine usmue meena tone BAe 
' ‘rT 
SITIONS AND MeTHODS OF OISPLAY... We one a tinore 
FOR EIGHT MONTHS IN 1937 +0 STUDY THE DISPLAY METHODS 
EMPLOYED IN THE IMPORTANT CONTINENTAL cines. 


LUKE 


DISPLAY DIRECTOR, 
GIMBEL BROTHERS, 
NEW YORK CITy 







SAY, LUKE... 
HOW'D YA THINK 
WE'D Do 1 

THE DERBY 


‘> UKE CLAIMS FE 
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aL eer 

ew ~ XO HORSEBACK RID 
SWIMMING. 


PRACTICALLY ALL OF WIS TIME 1S DEVOTED To <HG 






















ne» WWATEVER TIME WE HAS 
FOR RECREATION HE Gives 


FIELD WHICH HE CONSIDERS His ROBBY AS WELL AS HIS OCCUPATION. 
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balanced light and dark, delightful combina- 
tions and contrasts. These colors do not 
employ bleaches or strong dyes, they can be 
used against untreated backgrounds, and 
the natural linen and unbleached cotton off- 
white form an even more effective back- 
ground to their primitive hues than the hard 
clear brilliance of white and pure dyes to 
which we have become accustomed. Their 
durability is not to be questioned, for the 
true natural pigments last for many years. 


DECOR WHILE DINING 


On East 57th street, between the modern 
white Hammacher & Schlemmer building 
and an old red brick municipal courthouse 
stands a violently painted, purple and rose 


gabled building, with a delicate yellow 
canopy marked “Riobamba.” The Riobamba 
is New York's latest fashionable bistro. 


Decorated by Russell Patterson, it combines 
his famous magazine cover girl opulence 
with the popular South American touch. The 
latter is chiefly attained through a ceiling 
of midnight-blue felt twinkling with starlike 
sequins, and by the “palm trees” around the 
room which are covered in white sateen and 
have large white leaves that press against 
the ceiling. The chair seats and the banquet 
which rims the large square room are yellow, 
the canopy which circles the room is a pale 
peach pink, and the predominant lighting 
note is pale blue. Patterson has achieved 
the same effect that Franklin Hughes is 
noted for—that of mysterious distance, 
heightened by mirrors which double the size 
and increase the perspective of a room, and 
softened by lights and fabric wall and ceil- 
ing coverings which do not reject the light. 
In the entrance is a clever display touch, a 
small window holding a stylized display 
head. The head is framed by a circle of 
green felt which is in turn placed against 
a yellow background. The mannequin has 
eyes and a beauty mark of the same laven- 
der felt material. 


WAR BOND MURALS 

B. Altman & Co. has chosen a very effec- 
tive and dramatic way to encourage the 
passersby to the further purchase of War 
Bonds and Stamps. 

High over the Fifth avenue display win- 
dows are seven patriotic murals which sym- 
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bolize America’s war effort. They were cre- 
ated expressly for Altman’s by Domenico 
Mortellito. 

Varying in width from twelve to fourteen 
feet and all approximately twenty-two feet 
high, the murals are placed in arches be- 
tween the stone pillars of the facade of the 
building. The brave, bold colors, with blue 
predominating, and the poster style of the 
murals compel the attention. 

The murals represent the army, the navy, 
the air corps, American agriculture, Amer- 
ican industry, and the American civilian. 
In the center, a mural shows the Great Seal 
of the United States and with it are these 
words from Franklin D. Roosevelt's speech 
of April 29, 1942: “Our soldiers and sailors 
are members of well-disciplined units. But 
they are still and forever individuals—free 
individuals. They are farmers and workers, 
business men, professional men, artists, 
clerks ... They are the United States of 
America. That is why they fight. We, too, 
are the United States of America. That is 
why we must work and sacrfice. It is for 
them. It is for us. It is for victory.” 

The Play World first mentioned Mortellito 
last June, when attention was called to the 
clever murals he designed for the Milk 
Barn, a New York restaurant. His medium 
at that time was lacquered linoleum. The 
Altman murals are also water proof and fire- 
proof, the medium being special machine 
paint on plywood panels. Of course, this 
pain is resistant to weather. It offers the 
same lacquered effect as the linoleum. 
Mortellito’s work first came to the attention 
of the public at the New York World’s Fair 
where it included the first Lucite mural for 
the duPont building, murals for the Ford 
theatre, the dome of the Heinz building, the 
Venezuelan building, and the House of 
Jewels. 








COMING UP! 


Spring Begins—March 21. 

Conservation Week—April 1-7. 

National Baseball Week—April 3-10. 

Army Day—April 6. 

Be-Kind-to-Animals 
April 11-17. 

National Wild Life Restoration Week 
—April 11-17. 

Pan-American Day—April 14. 

Anniversary of Tokio Bombing by 
General Doolittle—April 17. 

Palm Sunday—April 18. 

National Garden Week—April 19-24. 

Good Friday—April 23. 

Easter Sunday—April 25. 

National Baby Week—April 25-May 1. 

National Foot Health Week—April 26- 
May 1. 

America’s Home Week—May 1-7. 

National Fishermen’s Week—May 1-8. 

Child Health Day—May 1. 

National Egg Week—May 1-8. 

National Restaurant Week—May 3-9. 

Mother’s Day—May 9. 

Raisin Week—May 9-15. 

National Hospital Day—May 12. 

Good Will Week—May 12-18. 

Straw Hat Day—May 15. 

National Golf Week—May 15-23. 


Anniversary — 
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Jerome Jaffrey Dies 
After Long Illness 

Jerome Jaffrey, well-known displayman, 
died February 16 at his home in Brooklyn af- 
ter an illness of more than two years. He was 
a familiar figure in the display profession for 
a number of vears, having been for some 
time in the display department of J. L. Hud- 
son Company, Detroit, after which he went 
East to hold a similar position with Abra- 
ham & Straus, of Brooklyn. In later years 
he acted as display consultant for H. H 
Babcock Company, perfumers, and for other 
accounts in the cosmetic field. 

During the years 1928 and 1929 Jaffrey 
was active in display association work, hav- 
ing served for those two terms as president 
of the New York Metropolitan Display Club. 
He also served on the board of directors of 
the International Association of Display 
for the years 1928 and 1929. He is  sur- 
vived by the widow and two sons, Elliott 
and Gilbert. 


Kolmar Resigns Position 
To Enter Army 


H. Howard Kolmar, for five vears director 
of feature publicity at Stix, Baer & Fuller, 
St. Louis, and recently assistant chief of 
special displays and exhibits at Publicity 
Features, Inc, 11 West 42nd. street, New 
York City, has resigned from that organiza- 
tion to enter the army. 

In addition to his work at Publicity Fea- 
tures, Kolmar was also active in radio and 
stage productions, having been seen in sev- 
eral New York successes including “A Bar- 
ber Had Two Sons,” “Winter Soldiers,” and 
others. 

No announcement has yet been made as 
to Kolmar’s successor. 


Plaque Presented 
To Jack Pollari 


The international award made annually 
by Our Sorrowful Mother Novena has been 
presented to Madigan Brothers, Chicago, for 
a Christmas crib window designed by Jack 
Pollari, display manager. The contest was 
judged by Father Horn, who has made a life 
study of cribs; it included all the United 
States and Canada. The plaque, a beautiful 
bronze shield mounted on polished walnut, 
was presented by Rev. Terence A. Seery, 
O.S.M. Pollari is also president of the 
Chicago Display Club. 


Wells Is Appointed 
As Benson's Successor 

Roy Benson, veteran display manager of 
the Georgia Power Company, with general 
display studios at Atlanta, was inducted into 
the army on January 30. 

Douglas Wells, display artist and assist- 
ant to Benson for many years, has been ap 
pointed acting display manager 


Campbell, Donnenfeld's, 
Enters Air Corps 
Bill Campbell, an 
pilot who for the past two years had been in 
Dayton, 


enthusiastic amateur 
charge of display for Donnenfeld’s, 
Ohio, entered the aviation service on Feb- 
ruary 18 as a flying cadet. He will be sta 
tioned at Miami for basic training. 
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Sensational Lining and Cov- 
ering Papers By Makers of 
COVERAY give you the rich appear- 


ance of costly rare wood panels at lower cost 
than many ordinary display papers. Ideal for 
backgrounds — lining display cases — covering 
shelves and tables or any similar use. Easily 
tacked, glued or pasted on and is ready for 
immediate use. Some numbers have a 100% 
washable baked-on enamel finish—all printed 
in washable inks. Unusually wide—40” to 48” 
—25-ft. rolls—$1.50 to $2.00. Many other ef 
fects available with CLOPAY display papers. 
Write for samples. 


GARRISON-WAGNER CO. 


1629 Locust st. ST. LOUIS, MO. 











MILEO 


STYLIZED 
MANNEQUINS 


ALL SIZES 
ALL TYPES 


Visit Our Studio 
or Write for Photos 


* 


P. C. MILEO 
7 WEST 36th ST. 
New York, N. Y. 


Just off Fifth Ave. 











WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 
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N.A.D.I. To Meet 
March 27-28 


Members of the National Association of 
Display Industries will meet March 27-28 at 
the Hotel Pennsylvania, New York City. At 
this meeting problems relative to the manu- 
facturing of display items as produced by the 
various members will be discussed. Also 
scheduled for study are problems concerned 
with displays for retail stores to tie in with 
the Office of War Information and the Vic- 
tory Display Committee’s campaign themes. 

It is considered that this will be one of the 
most important meetings of the N.A.D.I. in 
view of the present limitations of materials, 
the labor problem confronting all manufac- 
turers of non-essential materials, shipping 
difficulties, etc. 

New officers and directors for the coming 
vear will be elected at the meeting. 





Larger Quarters 
For RIP Studio 


RIP Studio has taken additional space at 
the firm’s present address, 15 East 22nd 
Street, New York City, in order to accom- 
modate current business. In connection with 
the enlargement, the company has added ad- 
ditional equipment and several new artists. 


Webster Joins 
Armed Forces 
Formerly in the design and production de- 
partment of the Jas. B. Williams, Inc., plant, 
and more recently in the sales division of 
the New York City firm, Julian Webster 
has entered the armed service. 
Taylor Now Heads 
Wyman's Display 
B. L. Taylor, formerly with Sears, Roe- 
buck & Co., South Bend, has joined Wy- 
man’s, of that city, as display director. He 
is succeeded at Sears by Les Moorhead, for- 
mer first assistant. 
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McCandlish Poster Awards for 1943 


To Feature War Bonds, Red Cross 

The McCandlish Lithograph Corporation 
has announced the details of its 1943 Art 
Poster Awards. No commercial products will 
be featured as poster sketch subjects. This 
year’s contest has a complete war flavor. The 
two poster subjects are War Bonds and 
Stamps and the American Red Cross. 

All prizes will be in War Bonds—first 
prize, $500; second, $300; third prize, $150, 
and fourth prize, $50. Also a certificate of 
merit will be issued to each contestant whose 
entry is judged worthy of honorable men- 
tion by the jury of awards. Contestants may 
develop any angle on the selling of War 
Bonds and Stamps and support of the Red 
Cross in their poster sketches. 

The contest closes on May 1 and all con- 
test entries must be in the hands of the 
McCandlish Lithograph Corporation, Rob- 
erts avenue and Stokley street, Philadelphia, 
by 5 o'clock on that date. Full details may 
be obtained from the sponsor. 





Large Demand 
For Card Kits 

Edward S. Schulhof, vice-president of 
Apex Design Display Cards, Inc., 18 East 
49th street, New York City, reports an en- 
thusiastic reception for the ready-to-letter 
pre-designed display and price cards of 
which introduction was made in the February 


issue of DISPLAY WORLD. 


Stix Displayman 
Teaches Class 

“Principles of Internal and Window Dis- 
play” is the title of a course being taught 
in St. Louis by A. Pollard, of the display de- 
partmentof Stix, Baer & Fuller Company, 
each Wednesday evening. The course is un- 
der the sponsorship of the Associated Retail- 
ers of St. Louis in cooperation with the Dis- 
tributive Education Department. 
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—"Our displayman made a slight technical error: he put real silk hose on the mannequins!"— 
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Well-Known Display Factor 
Dies After Short Illness 

Carl F. Meier, for more than twenty-six 
years with The Adler-Jones Company, Chi- 
cago, died on February 18 after an illness of 
about two months. His death comes as a 
great shock to literally hundreds of friends 
in the display field who had come to admire 
and respect him. 





—Carl F. Meier— 


Carl Meier was born September 7, 1889, in 
Chicago, where he lived for some years. 
While still a child, his family moved to La- 
Porte, Ind., where Carl got his first start 
in display at the Kelling Shoe Store in that 
city. He later took a position as display 
manager for Edwards & Kelly, Richland 
Center, Wis., then going to Simon & Lan- 
dauer, Davenport, where he won many prizes 
in competition at International Association 
of Display Men conventions. He left Dav- 
enport to return to Chicago as an instructor 
in showcard writing at the Koester School 
of Window Display. He joined the staff of 
Adler-Jones Company in 1917 to travel the 
mid-West territory; he was later elected to 
membership in the firm and had served it 
ever since as an executive and salesman. 

Meier was a member of the I. A. D. for 
more than thirty years. Five years ago 
he was presented with a silver service on 
his twenty-fifth year in the association. In 
passing, it should be mentioned that his 
father was also a displayman in the early 
days of window display in Chicago, when 
he was with The Hub Clothiers at Halsted 
and Madison streets—at that time the hub 
of Chicago's business activity. 

Carl is survived by the widow, one daugh- 
ter, Mrs. Jack Lynch, the mother, and four 
brothers, one of whom is Ernie, also con- 
nected with the Adler-Jones Company. 





Goldstein Joins 
Nat Siegel 


Milton M. Goldstein, formerly with Dur- 
able Displays, Inc., Chicago, has joined Nat 
Siegel, 39 West 37th street, New York City, 
as sales representative in Ohio, western 
Pennsylvania, Detroit, and New York state. 








Don’t forget—send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 
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Marshall Field's Display 
Headed By Moss 


Hughston M. McBain, president of Marshall 
Field & Co., Chicago, has announced the 
promotion of John T. Moss, Jr., interior dis- 
play manager, to director of design for the 
store, a newly created post. At the same 
time, McBain announced that Arthur V. 
Fraser, veteran window display manager, 





—John T. Moss, Jr.— 


has been granted an indefinite leave of ab- 
sence at his own request. 

“During Mr. Fraser's forty-eight years of 
service with this company he has been ac- 
corded international recognition as one of 
the greatest window displaymen of his time 
and, undoubtedly, his work has been an im- 
portant contributory reason for the outstand- 
ing reputation of this store,” McBain said 

Moss has been assistant to L. B. Sizer, ad- 
vertising director, and for more than a year 
has been in charge of interior display. Under 
Sizer he will assume direction of interior 
and window display, which will include co 
ordination of color and lighting schemes, 
visual promotion through static and active 
displays, and the general supervision of 
decoration. 

A graduate of Princeton university, Moss 
at 39 has an enviable record in the field of 
commercial and industrial design. Before he 
came to Marshall Field & Co., he was direc 
tor of design for Norman Bel Geddes, Inc.; 
a member of the firm of Skidmore and Ow 
ings, John Moss Associates; and for five 
years following his graduation was chief 
assistant to Walter Dorwin Teague. 

He planned and designed famous exhibits 
at recent world fairs and has designed and 
supervised the production of a variety of 
products for Marmon Motor Car Company, 
Bausch & Lomb Optical Company, Corning 
Glass Works, A. B. Dick Company, Floyd- 
Wells Stove Company, Pittsburgh Plate 
Glass Company, Celanese Corporation of 
\merica, and N. W. Ayer & Son. 

Moss worked on the designs for the ex- 
terior and interiors of the famous blue 
coaches of the New York, New Haven & 
Hartford railroad. He planned the Ford 
building and exhibits of the San Diego Ex- 
position and the Ford building and_ the 
duPont exhibit for the Dallas Exposition 
The Century of Progress in Chicago held 
three of his exhibits, done for Ford, Bausch 
& Lomb, and Eastman Kodak. 

At the New York World’s Fair his work 
included glass interiors and exhibits; the 
Westinghouse building and exhibits: the 
Standard Brands building and exhibits; the 
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TIMBERTONE Plays a Return Engagement 
at RUSSEKS Fifth Avenue 





The realism achieved by 
TIMBERTONE'S new line of 
paper veneers has prompted 
Russeks to do all their win- 
dows again with TIMBER- 
TONE. Temporary and per- 
manent TIMBERTONE dis- 
plays have been installed in 
such representative stores as 
Carson, Pirie Scott & Co., 
Chicago, Lord & Taylor, N.Y., 
Famous Barr Co., St. Louis, 
Strawbridge & Clothier, 
Phila., Victor Co., Buffalo, 
Woodward & Lothrop, Inc., 
Washington, D. C., and such 
nationally known shoe chains 
as A. S. Beck's, Baker's, 
Burt's, Butler's, Cannon's, 
Chandler's, Graham-Brown, 


Leed's and Thom McAn. Window by MISS OLENE CRISTIE, Display Manager 


TIMBERTONE Paper Veneer is available in WOOD GRAIN, 
BRICK, STONE WALL and FLAGSTONE FLOOR finishes 
in a wide variety of colors adapted to every display purpose 
See your jobber for samples and prices. 


TIMBERTONE DECORATIVE CO., Inc., 15 W. 24th St. ‘us.tsy N.Y. C. 


Gas building and exhibits, and the Conti- 
nental building, as well as exhibits for Corn- 
ing Glass, Pittsburgh Plate Glass, Coca- 
Cola, and AGFA Ansco. 

Moss was born in St. Louis, and attended 
schools in that city. He took his Bachelor of 
Science degree at Princeton, where he was 
a member of Tiger Inn. He received his 
master’s degree in fine arts in 1930 just prior 
to becoming chief assistant to Teague. He 


is married and lives in Chicago. NO IVE 


Maharam Issues 


First Catalogue R ABBITS--- 


The first Maharam catalogue, titled “Dis- 
play Guide,” has just been released. It is a 
16-page booklet protusely illustrated. Six of 
the pages are devoted to a showing of ar- 
tificial flowers, while the other ten deal with 
a wide line of display accessories of all sorts. 
















































































| but a great selection of 
_ Easter Displays and 
Decorations. 


Copies are available on request to Maharam | 
Fabric Corporation, 130 West 46th street, | Make a note to see 
New York City. 


Royston Plans 


Remodeling 

The new branch store of Allen W. Hinkel 
Company, with headquarters at Wichita, will 
be opened at Santa Fe, N. M., this week. 
Occupying the site formerly used by The 
White House, the new store is modern in ev- 
ery respect. The necessary remodeling was 


planned and supervised by Don Royston, dis- 
play manager of the Wichita store. 


Bassett Elected 
By Indiana Group 

Don Bassett, Max Adler Company, South 
Bend, has been elected president of the Mer- 


chandise Presentation Club of the same city. 

Fred Hartman, J. C. Penney Company, is the | L j Vv £ CACTI 
saa bared bison sng ee AND DRIED DESERT FOLIAGE 
serve as secretary-treasurer. Orin savin FOR WINDOW DISPLAYS 


good, retired president, becomes chairman of | 
the board of directors, which includes the MUSEO DEL DESIERTO 


above-mentioned officers. P. O. Box 851 Palm Springs, Calif. 
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Display Activities 
In Tuscaloosa 

Eight Tuscaloosa, Ala., displaymen, mem- 
bers of the local Victory Display Committee, 
recently assisted the Women’s division of 
the Tuscaloosa County War Savings Organi- 
zation in a whirlwind one-day drive to 
boost the sale of War Bonds in honor of 
Washington's birthday. The local V.D.C. 
cooperated in stencilling an airplane design 
on twenty-four street corners in the business 
section of the city. The design was done in 
rel, white and blue, with the inscription: 
“Bombs for Berlin. ... Bonds for U. S. A.” 
Displaymen taking part were: Glen Part- 
rich, local V. D. C. chairman, Wiesel’s; Cur- 
tis Ferrell and Joe Wheeler, both of Wiesel’s, 
Bob Davis, Pizitz’, Ike Winston, Black's, 
John Newell, Bama theatre, and Charles 
Jarrell, Brown's. Partrich personally sold 
$750 worth of bonds during the one-day drive 
which netted $30,000 in sales for Tuscaloosa. 

William Neyland, for many years a free- 
lance displayman in Tuscaloosa, has joined 
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Abe Rubel’s, Corinth, Miss., as display man- 
ager. 

Randoiph Mims, Allen-Jemison Hardware 
Company, has been called to the air service 
and is now stationed in Miami. 





Glass Blocks Encourage 
Attractive Settings 


Glass construction blocks, slotted for the 
insertion of shelves and for the use of plate 
glass as uprights for tall build-ups, are be- 
ing marketed to the display field by The Art 
Products Company, Latayette building, De- 
troit. Unlimited designs are possible, since 
the polished blocks can be used in many 
different ways, while their use with special 
lighting and colored and mirrored glass 
shelving add still further to their possibil- 
ities. Literature is available on request. The 
Art Products Company is under the direction 
of Kiki Sills, wife of Johnny Sills who 
recently enlisted in the U. S. Marine Corps 
and is now in officers’ training camp. 
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Combination Window Trimmer 


including haberdashery, advertising and 
clothing man wanted for popular-priced 
men's and boys’ department store, doing 
volume business. Good wages; steady 
employment. An excellent opportunity 
for a real good position for the person 
who can qualify. State age. Give ref- 
erences. It will be worth your while to 
inquire about this position. 


SAM’S 


317 N. Washington Ave., Lansing, Mich. 








BARGAINS—100 TURNTABLES 
Complete with 8-inch, 12 or 18-in. disc. 
While they last, must close out. Operate on 
\.C. Can also be had for universal current. 
Ideal for Christmas and holiday displays. 

Goodman Flexible Sleeve Form Co. 
19 West 34th St. New York City 








DISPLAYMAN AND CARDWRITER 


Wanted for leading men’s store in progressive, 
medium-size City. Selling ability desirable 
but not essential. Permanent position at good 
wages to right party. Give full information in 
first letter. 


HENRY MARX COMPANY 
Pine Bluff, Ark. 








Home Study 
“LESSONS IN WINDOW DISPLAY” 


A low priced, practical and up-to-date course 
covering all phases of the subject. Of value to 
the experienced trimmer as well as the begin- 
ner. Over 500 pages with 1,000 sketches to show 
you how. Write for circulars. 


WILL H. BATES, Box 101, Ellsworth, III. 


HOW TO MAKE 


Simple, easy signs and price cards in 6 months: 
practice daily, course 35 cents. Also personally 
criticized proved individual lessons by mail. 


Reasonable. Pay as you go. No contract to 
sign. 

JENTZEN 
11 Columbia Avenue Jersey City, N. J. 








POSITION WANTED 
Displayman with 12 years’ experience, window 
trimming, showcard writing, interior displays in 
department stores and men’s clothing; married, 
39 years old, one child, 4H classification; ex 
cellent references 

Address “*M,. D.” 
Care DISPLAY WORLD 








SALESMEN WANTED 
Established men in large cities. Carry a line 
of display accessories and mannequins. Good 
commissions payable weekly. Excellent op 
portunity to earn a good additional income. 

Address “D. C.” 

Care DISPLAY WORLD 








DISPLAYMEN BE ARTISTS 


Learn by mail how to make your own pictorial 
Posters, Cut Outs, Dioramas, Accessories, Back 
grounds, etc. Our Practical, exclusive, $25.00 
Correspondence Course and Scholarship only 
FIVE DOLLARS to profession, if you enroll 
NOW. ENKEBOLL SCHOOL OF ARTS, 
Enkeboll Bldg., 27th and Fort Sts., Omaha, Neb. 








CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, III. 











ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common_ school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266C Chicago 











USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 
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New Type Patriotic Display 
Placed on Market 


To satisfy the public’s curiosity as to the 
meaning of the ribbons now being worn in 
ever-increasing numbers by our men in the 
services, a new type patriotic display has 
been placed on the market for national dis- 
tribution by Merchandising Factors, Inc., 
300 Montgomery street, San Francisco. 
Known as the “Valor Display” and said to 
be a sensation in the West where it was 
first introduced, the three-dimensional silk- 
screened unit shows’ thirty-four current 
United States valor, service, and merit rib- 
bons, enlarged for better visibility. In- 
cluded are the Pacific-Asiatic and African- 
European campaign ribbons, just issued, and 
four new decorations. Made in two sizes, 
6 feet for dominant display, and in a smaller 
unit for restricted window or interior use, 
the display can be used with or without 
merchandise. The display is in nine pieces, 
pre-assembled into three major units. The 
pictorial art is a dramatic, third-dimension 
die-cut representation of a beach leanding in 
the South Pacific. 





Time And Trouble Saved 
By New Fixture Latch 

To save time and trouble in installing and 
cleaning its new line of composition reflector 
fluorescent fixtures, Sylvania Electric Prod- 
ucts, Inc., Salem, Mass., announces the “cap- 
tive latch’—a powerful spring-type fastening 
that holds the reflector securely to the top 
housing. The latch requires only a quarter 
turn to remove the reflector; no tools are 
needed and, since the latch is an integral 
part of the housing, it can not become loose 
and drop out. The latch is inconspicuous in 
its position between the lamps and in no 
way affects the appearance or efficiency of 
the reflecting surface. It assures simple, 
safe and quick removal of reflectors. 





Mother's Day Catalogue 


Issued By Timely Service 

A complete listing of display material 
for Mother's day is given in a new catalogue 
just released by Timely Service, 46 Walker 
street, "New York City. The line includes 
every standard size in posters ranging from 
11 by 14 to 40 by 60 inches, featuring a paint- 
ing by Barye, noted illustrator. Also in- 
cluded are three-dimensional backgrounds, 
card toppers, streamers, and boutonnieres. 
Displayman Suggests 
Red Cross Slogan 

In connection with two Red Cross dis- 
plays recently installed for Milgrim’s, New 
York City, the slogan “Give! That Others 
Might Live! was employed by Myles Per- 
gament, display manager. He reports that 
it has been received enthusiastically by shop- 
pers and Red Cross officials alike; the latter 
intend to make extensive use of the phrase, 
according to Pergament. 


Change Of Location 
For Southwest Fixture 

The showrooms of Southwest Fixture 
Company, formerly at 901% Elm street, Dal- 
las, have been moved to more spacious quar- 
ters at 907 Commerce street in the heart of 
the Dallas wholesale district. 
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Question: (a) Can I use any spray gun 
for sand-blasting names on a plate glass 
honor roll? (b) What pressure is required 
for sand-blasting? (c) What kind of spray 
gun or equipment is used? (d) What is the 
best material for sand-blasting? I have at 
present a portable compressor, bleeder-type 
spray gun and a Paasche air brush.—Wilkes- 
Barre, Pa. 

Answer: (a) A spray gun can not be used 
for sand-blasting as the sand or abrasive 
will quickly eat out the needle tip, etc.; a 
wide orifice is required. (b) The required 
pressure for sand-blasting is at least 35 
pounds, and up. (c) The material preferred 
for sand-blasting is silicon carbide (carbo- 
rundum), or aluminum oxide; the latter 
probably can not be obtained at present. 
Sand is not recommended. If your portable 
compressor furnishes more than 35 pounds 
of pressure it will be usable for sand-blast- 
ing, but, as noted above, neither the spray 
gun nor air brush can be used; you should 
use a sand-blast gun. Literature describing 
suitable equipment is being sent you. It 
should be noted that air compressors are 
no longer obtainable without an AA priority 
rating, but if your compressor is suitable 
you can still buy the sand-blast gun and 
hose. The carborundum can be purchased 
from practically any hardware store. 


Question: Can you furnish us with a list 
of the materials usually given for the differ- 
ent wedding anniversaries 7—Fresno, Calif. 

Answer: First year, paper, second, cotton; 
third, muslin or leather; fourth, silk or 
books; fifth, wood or clocks; sixth, iron; 
seventh, wool, copper or brass; eighth, 
bronze or electrical equipment; ninth, pot- 
tery; tenth, tin or aluminum; eleventh, 
steel; twelfth, silk or linen; thirteenth, lace; 
fourteenth, ivory; fifteenth, crystal; twen- 
tieth, china; twenty-fifth, silver; thirtieth, 
pearl; thirty-fifth, coral or jade; fortieth, 
ruby; forty-fifth, sapphire; fiftieth, gold; 
fifty-fitth, emerald; sixtieth, platinum; sev- 
enty-fifth, diamond. 

Question: We would like very much to 
know when National Pharmacy week will 
be held this year.—St. Louis. 

Answer: National Pharmacy week will be 
held October 17-23. Full details can be ob 
tained from the American Pharmaceutical 
\ssociation, 2215 Constitution avenue, Wash- 
ington, D. C. 


Improvements Claimed 


For Tacker 

A number of advantages are claimed for 
a new hand tacker made by the Burgess 
Company, 2203 Scranton road, Cleveland, in- 
cluding a built-in jam control; this provision 
is said to eliminate the previous opening 
of the head to release jammed tacks. The 
jammed tack is flicked out with a screw- 
lriver, while the tacker is in normal opera- 
tion. The new Burgess “A” model uses 
Hat steel staples of 1/8, 3/16 and 1/4-inch 
hank length. 
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SELF-SERVICE: A REVOLUTION 
[Continued from page 6] 


ister Operators assist in keeping counters 
in order during slow periods. 

Coming to another question behind this 
entire scene, we must make mention of the 
pilferage angle. Pilferage has been a more 
or less exaggerated term whenever self-serv- 
ice has been mentioned. Successful chains 
have found that pilferage is an insignificant 
item on the debit side of the ledger and 
the new methods of back-to-back counter 
arrangement which permit sales people to 
be out in the customer aisle will be an 
added factor in the decrease of theft. 

Ot course this trend of mass distribution 
will require the fullest cooperation on the 
part of manufacturers. Most merchandise 
will now have to be packaged so as to per- 
mit simple display and pricing and to min- 
imize loss trom deterioration due to exces 
sive handling by customers. Packages will 
have to be completely informative as to their 
contents, while recent forward steps in the 
plastics field have placed at the disposal of 
manufacturers innumerable types of visual 
packages which are both durable and prac- 
tical. 

Remember that while you may be with one 
of the fortunate stores which are showing a 
business increase with less sales help today, 
six months from now depleted inventories 
of staples may mean a 20 to 40 per cent 
drop in volume. At that time your opera- 
tion costs by comparison may be staggering. 
Consider, then, the value of foresight in 
using the “silent salesman” method to off 
set this possibility. 

By way of summary, we can only say that 
self-service is here to stay and to those 
far-sighted retail operators who are anxious 
to build a successful business for the fu- 
ture, mass distribution, like mass produc- 
tion, is destined to become an integral part 
of American life. 


Winners Announced 
In Display Contest 


Duplicate prizes were awarded to both the 
department store group and to the small and 
medium-size clothing store groups in Barron 
\nderson’s window display contest conduct- 
ed last fall and on which the results have 
just been announced. First prize in each 
group was $100, with $50 for second place 
and $25 for third. The prize winners were: 
department store group, G. M. Engelert, Mc 
Karlin Clothing Company, Rochester, N. Y.; 
second, Joseph J. Zettl, The M. O'Neil 
Company, Akron; third, Walter Krysto, 
Jordan Marsh Company, Boston; clothing 
store group, first, Ray L. Wallick, Griffith- 
Smith Company, York, Pa.; 
Lanoux, Strouse & Brothers, Evansville; 
third, Vic Adams, Kaufman 
Charleston, W. Va. 


second, Frank 


Brothers, 





THE LATEST IN 


DECKLE EDGE WINDOW SCROLL PAPE 


Made in 14 soft, pastel shades in size 20”x26” 
with the deckle on all 4 sides. $12.00 per hundred 
sheets, assorted colors Dealer territories open; 
send for samples. Also real values in sign boards 


14 ply white, 28x44, $12.00. 


MURRAY TOLL Paadetenta’ Pa. 
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The 


features 

@Two Piece 

Bodies 
einterchange- 

ability 
eDurability 
@Light Weight 
@Removable 

Wigs 
| A complete line of 


WOMEN'S, MEN'S, 
BOYS', GIRLS’ 


Modern 
Mannequins 
at Popular Prices 


SEE YOUR DISTRIBUTOR OR WRITE US 


NEW YORK MANNEQUIN CO. 


18 Greene Street New York City 











Latest Style WIGS 


ALL TYPES—FOR MANNEQUINS 
Also Complete Line of Wiggers Supplies 


| AT POPULAR PRICES 
ARRANJAYS WIG CO., New Youn ciry 


Telephone Chelsea 3-8341 























Send for the AIR BRUSH 
“In 1991 CATALOG 
made THE WOLD AIR BRUSH 


one” MANUFACTURING CO. 
2173 North California Ave. 
CHICAGO - - ILLINOIS 





| a9 EY ae 1 2 


SHOWCARD BOARDS 


Buy ‘Direct and Save 


a nal 


F.D. GOODLANDER 


BOX 233 WABASH, IND. 








PATRIOTIC VALANCE SWAG 


Four Tassels to Each Yard of Rope 


$1.00 per Yard—Any Quantity 


Immediate Delivery—-Sample on Request 


PRICE FABRICS CO. 
| 636 Broadway New York City 








145 to 151 
W. 18th St. 
New York 


Write tor New 
Catalogue “D” 


ANBALT Aer 
tA Ky" 











@Please Mention DISPLAY WORLD When 
Writing Advertisers 
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Display 
World 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 

[j Air Brushes 
(] Airpainting Equipment 
{] Animated Signs 
[|] Artificial Flowers 
[] Artificial Snow 
] Backgrounds 
] Background Colors 
{] Background Coverings 
(] Brushes and Pens 
[} Card & Mat Board 
(_] Cardwriters’ Materials 
{| Color Lighting 
{] Crepe Papers 
{] Composition Pieces 
[| Cut-out Letters 
“) Cutting Machines 
[| Decorative Papers 
[] Decalcomania 
{) Display Furniture 
{_] Display Forms 
Display Letters 
[] Display Racks 
{] Drawing Boards 
] Enlarging Projectors 
{] Fabrics and Trimmings 
[) Fixtures 
{] Flags and Banners 
[) Foils 
(| Glass Specialties 
{) Grass Mats 
{) Hosiery & Shoe Forms 
{} Invisible Glass 
[} Lacquering Outfits 
{} Lamp Coloring 
{| Lithographed Displays 
() Mannequins 
{) Mouldings 
{}) Metal Sheets 
_}] Millinery Heads 
] Motion Displays 
] Motion Mechanisms 
(} Natural Foliage 
Pageants & Exhibits 
Paper Sculpture Displays 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 
Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks— Window 
Show Cards 
Show Card Colors 
Show Cases 
Show Case Lighting 
Signs—Card Holders 
Signs—Brass— Bronze 
Signs—Electric 
Sleeve Forms 
Stencil Outfits 
Stock Posters 
Store Designing 
Store Fronts 
Tackers 
Time Switches 
Turntables 
Valances 
Wall Board 
Wigs 
Window Lighting 
De you wish a copy of their catalogue? 
De you plan te remodel your store soon? 
De you plan to build a store soon? 
MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


Firm 
Display Manager 
Street 


City State 
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T. J. Twentyman became display manager 
for the Kespohl Mohrenstecker Company, 
Quincy, Ill. He had formerly been in charge 
of display for the Palace Clothing Com- 
pany, Kansas City. 

Thorkild Larson resumed charge of dis- 
play for Price & Rosenbaum, Brooklyn, after 
some months spent in the same capacity with 
Batterman’s. 

The Chicago Association of Display Equip- 
ment Manufacturers held a luncheon and 
business meeting at the Hamilton Club, with 
the following concerns represented: Adler- 
Jones Company, American Art Papier Mache 
Works, L. Baumann Company, Bodine-Span- 
jer Company, I. D. Bradford & Co., Curtis- 
Fixture Company, Dry Goods Re- 
porter, Merchants Record and Show Win- 
dow, Hugh Lyons & Co., Schack Artificial 
Flower Company, Orval Simpson Company, 
Signs of the Times, and Superior Brass & 
Fixture Company. 

Joe Berning, formerly with Browning & 
King, Cincinnati, resigned to head display 
for Burkhardt Brothers, of the same city. 
He was succeeded at Browning’s by James 
A. Campbell. 

T. W. Wanamaker, for sixteen years with 
Jacobi Brothers & Mack, Galesburg, IIL, 
took charge of display for Harry Shor Com- 
pany, Michigan City, Ind. 

R. C. Hensey, formerly with the Brown- 
stein-Louis Company, Los Angeles, assumed 
charge of display for the Wineman Company, 
Oxnard, Calif. 


Leger 


MARCH, 1933 


The annual convention of the International 
Association of Display Men, originally 
planned for Pittsburgh, was cancelled by 
President Charles M. Vosburg because of 
the economic situation. 

The Des Moines Display Club was formed 
Max Berck, Frankel Clothing Com- 
pany, as president. Other officers were 
Philip Doyle, Norman Cassiday, Inc., secre- 
tary, and Foster Kesl, Kesl Display Service, 
treasurer 


with 


In addition to his duties as publicity direc- 
tor tor L. S. Ayres & Co., Indianapolis, Sid- 
ney Sullivan was appointed display manager 
by that company. He replaced J. R. Patton, 
resigned 

The Birmingham Display Club was plan- 
\labama displaymen 


ning a convention tor 


to be held in June 


Displayman Is Speaker 
Before St. Louis Club 


| teatured speaker at the March 9 meet 

t St. | \dvertising Club was 

i i Kacda Scruges-\ mndervoort-Bat 
| bhi ibhect wa The Creation of 
entation con 
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bliss display 


DESIGNERS AND BUILDERS 
OF 
DEPARTMENT STORE WINDOW 
AND INTERIOR DISPLAYS 
Be 
MANUFACTURERS DISPLAYS 
w 
EXHIBITION BOOTHS 


March 9, 1943 


MEMO To All Display Directors: 








You will be interested to know that the War Department and Navy are 
in great need of “VISUAL TRAINING DEVICES." You, as an expert in 
the field of Visual Information have a specific background and 
training for this work. We are designing and manufacturing en 
impressive quantity of these "VISUAL TRAINING DEVICES." 


Incidentally, we've developed some swell institutional stunts for 
selling bonds, explaining rationing, and aiding in consumer con- 
servation. 


Of course, we have lost a number of men and are using our ingenuity 
to develop substitutes; the surprising part of it is that these 
restrictions are resulting in economies that none of us ever thought 


possible, 
Sincerely, 
AB:rp Albert Bliss 
P. S. Don't forget -- these inexpensive substitute materials will 


answer many of your merchandising problems, 


460 WEST 34TH STREET © NEW YORK CITY 





DRAMATIZE 





INDIVIDUALIZE 





EMPHASIZE 





TELEPHONE 
BRYANT 9-8848-9 





What did you do today 


... for Freedom? 


Today, at the front, he died... Today, what did you do? 
Next time you see a list of dead and wounded, ask yourself: 
“What have I done today for freedom? 
What can I do tomorrow that will save the lives of 


men like this and help them win the war?” 


To help you to do your share, the Government has organized the Citizens Service Corps 
as a part of local Defense Councils, with some war task or responsibility for every man, 
woman and child. Probably such a Corps is already at work in your community. If not, 
help to start one. A free booklet available through this magazine will tell you what to do 
and how to do it. Go into action today, and get the satisfaction of doing a needed war job well! 


EVERY CIVILIAN A FIGHTER 


Contributed by DISPLAY WORLD in Cooperation with the Magazine Publishers of America 





